: 


CHICAGO 


— TT TE 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL. 1337 


dverti 


j r 
a 


sing 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postofice at Chicago, I., under the act of March 3, 1879. 


NEW YORK 
mR ame em 
330 WEST 


~~ FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 10, No. 14 


April 3, 1939 


10 Cents a Copy, $2 a Year 


Rough Proofs 


Knox Gelatine offers scientific 
support for its claim that eating its 
favorite product will increase mus- 
eular power. Is it possible Jack 
Benny has been holding out on us? 


, > ¥ 


Not even the sponsors of the new 
trademark legislation, it seems, can 
explain just what its provisions 
mean. Why not call in some good 
slogan writer? 

-_ woe 


“Package sales of appliances by 
utility shatter records.”—ADVERTIS- 
ING AGE. 

And also shatter the nerves of the 
sales managers after they have 
heard from the dealers. 
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A Chicago undertaker says 5,000 
people have ordered their funerals 
in advance, as suggested in his ads. 
They must be the people who bet 
on the Cubs in the last world 
series. 


7 VF 


The fellow who orders his funeral 
long before he expects to have any 
use for it is the same lad who won’t 
even trust his office manager to buy 
the lead pencils. 
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The broadcasters and set manu- 
facturers have started a drive to 
make the public “radio conscious.” 
With the summer season for loud 
speakers approaching, the difficulty 
will be to keep them from becoming 
radio unconscious. 


a 


Now that Chesterfield has enlisted 
the dealers in support of its adver- 
tising claims, the visible supply of 
tobacco experts is running danger- 
ously low. 
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Advertising is asked to do a lot of 
things, but so far nobody has sug- 
gested that it be used to locate a 
new pair of legs for First Baseman 
Lou Gehrig. 
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Powel Crosley is such a successful 
advertiser that it’s a wonder he 
hasn't started a determined cam- 
paign for a good second-base combi- 
nation for those Cincinnati Reds. 


= Vv ¢ 


Some exhibitors at the world’s 


ir have been offered special posi- 
~ -* near the spot where Grover 
‘Aalen will welcome the visiting 
celebrities. But what chance would 
ur have in competition with 
Grover? 

vv *? 


‘ Mrs. Hanford tells business papers 

eir solicitations are too competi- 

But they’re competitive only 

the competition has got the 
ee 


vs 
f 


very space seller were as kind 
‘ gentle as a lady space buyer 


ld like hi 
Ould like him to be, he would soon | 
a * to his best friends as | 
i | nan a 


v’,v* | 


college papers have banned 
‘verUsing of a ghost writing 
‘ation on the ground that it 
~a mental contraceptive.” But 

its aid many a promising 


Career would die a-borning. 


Copy Cus. 


SELECT ANNUAL ART HONORS 


Examining entries in the annual exhibit of the New York Art Directors’ Club 
(left to right): Loren Stone, Compton Advertising, chairman of the exhibition 
committee; Lester Beall, designer of the show; Walter Geoghagen, Calkins & 
Holden, president of the club; Gordon Aymar, Compton Advertising; and Deane 


Uptegrove, Alley & Richards. 


(Story on Page 27.) 


Insurance Rewards 
for Safe Driving 
Key New Campaign 


First National Promo- 
tion Given to Plan by 
30 Companies 


New York, March 28.—The first 
nationwide effort to promote the 
“Safe Driver Reward Plan” offered 
by 30 automobile insurance com- 
panies got under way this week with 
a magazine campaign in five week- 
lies sponsored by the National Bu- 
reau of Casualty and Surety Under- 
writers. 

The plan, which was introduced 
last year and promoted through 
newspapers in every city in Penn- 
sylvania with a population over 
10,000, involves cash rebates to pol- 
icy holders who have no accidents 
over a 12-month period. 

Collier’s, Life, Newsweek, The 
Saturday Evening Post, and Time 
are on the schedule, in addition to 
19 insurance publications. All 

(Continued on Page 6) 


Canners Propose 
Standard Label 
Under Food Act 


Washington, D. C., March 30.— 
To promote uniformity in providing 
required label statements under the 
new food and drug act, the Na- 
tional Canners Association has pre- 
pared a design allocating 20 per 
cent of the label space for this pur- 
pose. While the arrangement is not 
mandatory, the association believes 
that both the trade and consumer 
will profit by standardization. 

The space provided is at the right 

(Continued on Page 25) 
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20th Century-Fox 
Sets Up Record 
$2,000,000 Budget 


Chicago, March 31.—The 1939-40 
budget for 20th Century-Fox Film 
Corporation will be $2,000,000, 
Charles E. McCarthy, director of 
advertising and publicity, told 300 
delegates assembled here for the 
company’s annual convention today. 

This budget, Mr. McCarthy com- 
mented, is the largest in the com- 
pany’s history and is indicative of 
the comyany's views toward sales 
possibilities. Approximately 75 per 
cent of it will be spent in coopera- 
tive advertising in nearly 300 news- 
papers. Newspapers, incidentally, 
are getting the lion’s share of the 
increased budget, with the list sub- 
stantially stepped up this season. 

Magazine copy will account for 
the remaining 25 per cent. This list 
remains about the same, comprising 
24 general and fan magazines. 


No Truce in “Feud” 


Newspapers were favored, Mr. 
McCarthy said, because of the in- 
creased flexibility available and 
“the maximum opportunity to capi- 
talize upon last minute develop- 
ments that might increase business.” 

Other company spokesmen, com- 
menting upon trends in the indus- 
try, indicated that there was little 

: (Continued on Page 8) 
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URTISS CANDY CO 


One of Curtiss Candy Company's Baby 

Ruth advertisements, featuring a dex- 

trose content, which figured in the FTC's 

case against Corn Products Refining 
Company. 


Institutional Drive 


for Laundries on 
P&G Schedule 


New York, March 29.—An insti- 
tutional campaign in behalf of the 
nation’s laundries will be launched 
in May by Procter & Gamble Com- 
pany, it was learned here today. 
Full-page black and white inser- 
tions will appear in Life and The 
Saturday Evening Post. 


Series Will Continue 


The series is expected to continue 
for several months. The name of 
the sponsor will not appear any- 
where in the copy, although the en- 
tire cost will be borne by Procter 
& Gamble. The soap company will 
also offer merchandising assistance 
to laundries without charge in order 
to permit them to take advantage of 
the magazine advertising. 

Compton Advertising is in charge 
of the drive. 


Last Minute News Flashes 


Weigh Plans for Joint Cigar Promotion 
New York, March 31.—A national drive to stimulate cigar consump- 
tion is being considered by the Cigar Manufacturers Association of Amer- 


ica, it was revealed here today. Alva 


ro M. Garcia, president of the group, 


said that plans are being developed by a manufacturers’ committee in 


cooperation with their agencies. 


Frey Appointed to Handle Chicago Drive 

Chicago, March 31.—The Chicago Association of Commerce an- 
nounced late today that Charles Daniel Frey Company had been ap- 
pointed agency for a $250,000 campaign to sell Chicago’s vacation attrac- 


tions as a “summer sports center.” 
raised by July 1. 


It is hoped that the budget will be 


With this achieved, the campaign will get under way 


at once, using magazines, newspapers and radio. 


Tibbott Leaves BBDO for New England Life 

Boston, March 31.—David W. Tibbott has resigned as account execu- 
tive of Batten, Barton, Durstine & Osborn to become director of adver- 
tising for New England Mutual Life Insurance Company. 


Cigarette Brand War Draws Government Scrutiny 
Washington, D. C., March 31.—Research by government economists, 

allegedly showing a tendency by major tobacco companies to “squeeze 

out” makers of 10-cent cigarette brands, may be a subject of anti-trust 


investigation soon, it was revealed 


here today when testimony recently 


given by Assistant Attorney General Arnold before a House appropria- 


tions committee was made public. 
ting immediate funds for additional 


Mr. Arnold was unsuccessful in get- 


personnel, but it appears likely that 


part of an $800,000 appropriation for the next fiscal year may be made 


available for the investigation. 


Corn Products Faces Charge 
on Advertising Allowances 


FTC Action Involves 
Candy Makers’ Copy 
on Dextrose Content 


New York, March 30.—The 
Federal Trade Commission’s case 
against Corn Products Refining 
Company, which has already at- 
tracted wide interest in many 
industries because of the basing 
point system of pricing involved, 
took on added significance this 
week when the commission intro- 
duced an amended complaint charg- 
ing violation of the advertising 
allowance provision of the Robin- 
son-Patman act. 

The amended complaint also 
charged violation of section 3 of the 
Clayton act, in connection with 
long-term contracts Corn Products 
maintained with two starch compa- 
nies, and which the commission 
considers as designed to commit the 
buyers not to make purchases else- 
where. 

During the initial hearings this 
week no testimony was taken on 
the basing point question, since 
counsel for the refining company 
readily admitted that his client 
engaged in the practice. The 
amended brief omitted mention of 
the specific case of price discrep- 
ancies between deliveries at the 
company’s Chicago and Kansas City 
plants, which was set forth in the 
original complaint (ADVERTISING 
Ace, Nov. 7, 1938). 


Candy Advertising Specified 


The advertising charges centered 
around Corn Products’ relations 
with Curtiss Candy Company and 
Bachman Candy Company. Attor- 
reys for the commission sought to 
bring out that Corn Products gave 
considerable advertising support to 
Curtiss and Bachman and discrimi- 
nated against smaller users of its 
products. 

J. D. Buhrer, Corn Products gen- 
eral sales manager, testified that the 
support given these companies con- 

(Continued on Page 26) 


Life Savers to 
Tend Steve Brodie 
Complex at Fair 


New York, March 28.—New 
York’s World’s Fair doesn’t expect 
anybody to jump off the Trylon, 
and even if such a feat were to be 
undertaken the event would not be 
available for sponsorship by an ad- 
vertiser, so Life Savers Corporation 
has done the next best thing by 
signing as sponsor of a parachute 
jumping concession from a 25-foot 
tower. 

Thrill seekers who float gently to 
earth from the tower will entrust 
their lives to parachutes dyed to 
resemble Life Savers packages. 
Upon reaching the ground, jumpers 
will get a sample package of Life 
Savers. 

The ticket booth at the entrance 
to the concession will be constructed 
to resemble a giant package of Life 
Savers, and an electrical spectacular 
atop the tower will flash the Life 
Savers message. Murals on the 
walls of the tower housing will also 
depict the product story. 

Gordon C. Young, advertising 
manager, is planning to utilize the 
tie-up in publication advertising, 
and also in point-of-sale displays. 
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Chesterfield Joins 
Other Leaders with 
Experts’ Testimony 


Retailers’ Opinion 
Vies with Claims of 
Camels and Luckies 


New York, March 30.—Stepping 
into the competitive arena occupied 
during recent months by Lucky 
Strike and Camel, Liggett & Myers 
Tobacco Company this week trotted 
out an army of experts of its own, 
in the person of the nation’s to- 
bacco dealers, in an attempt to con- 
vince consumers of the superiority 
of Chesterfields. 

The new theme is being used in 
large-size space in the entire Ches- 
terfield newspaper schedule. Execu- 
tives of both the advertiser and the 
agency, Newell-Emmett Company, 
were noncommittal as to whether 
the theme will be adopted for other 
media. Tobacco circles regarded the 
new appeal as a bid for stronger 
support by retailers. 

The initial insertion featured W. 


“‘T’ve listened to your program every morning 
for three solid years, and I still think you're 
Those were a listener’s very words, and 
we have his letter to prove it. 


lousy.” 


Of course it just isn’t in the cards to please everybody 
with every program from dawn to sign-off. But what in- 
terests us particularly is, why did this fellow bother to 
listen every morning if he didn't like the show! And for 


three years, too! 


The answer: he has the WTIC habit. 
if he doesn't like one show, there'll be another one along 
in a few minutes that he WILL like. 


welcome his comments too. For 


habit’’ includes a healthy correspondence between lis- 


teners and the station. 


There's a big slice of Southern New England families who oe 
have this WTIC habit. And they've had it for many years. 
We know, because otherwise we wouldn't be doing such a 
profitable job for so many people with goods to sell in this : 
When can we put our ability to 
work, to get and HOLD an audience. . 


billion dollar market. 


ADVERTISING AGE 


| curtis Draper, called “senior retail 


tobacconist in Washington, D. C.” 
Copy advised: “Ask W. Curtis 
Draper or any one of the 1,044,492 
tobacco dealers in the United States 
about Chesterfield’s can’t-be-copied 
combination.” 


Unbeatable Combination 


Such phrases as “the blend that 
can’t be copied,” and “the right 
combination of the world’s best 
cigarette tobaccos,” which appear in 
the copy, have been used widely by 
Chesterfield in the recent past along 
with the usual slogan, “They Sat- 
isfy.” 

A new feature is the introduction 
of a picture sequence, depicting “six 
steps to more smoking pleasure.” 
These steps include aging for two 
or more years; stemming by which 
the leaf is separated from the stem; 
blending of American and Turkish 
tobaccos; use of the best cigarette 
paper made; use of machines which 
insure round, firm and well-filled 
cigarettes; and packaging in air- 
tight and moisture-proof packages 
to insure freshness. 


KTOK Increases Power 


Station KTOK, Oklahoma City, 
has increased its daytime power 
from 100 watts to 250, following ap- 
proval by the Federal Communica- 
tions Commission. 


~ 
\\ 


~ Youre Lousy- 


AND I OUGHTA KNOW!” 


Hammond Named Head 
of “Popular Science” 


Godfrey Hammond, formerly ex- 
ecutive vice-president of Popular 
Science Publishing Company, New 
York, has been named president. 

He succeeds Albert L. Cole, who 
has resigned to become business 
manager of Reader’s Digest. Mr. 
Cole will continue as a director of 
the Popular Science company. 


Krautters Named to 
WCKY Promotion Post 


E. C. Krautters has joined Sta- 
tion WCKY, Cincinnati, as_ sales 
promotion manager, according to an 
announcement by B. Wilson, 
president of the station. 

Mr. Krautters resigned March 1 
as assistant general manager of 
WLW. He also headed that sta- 
tion’s continuity department for ten 
years. 


Coveney to Represent 
50 Shopping Newspapers 

James A. Coveney has resigned as 
a partner of George A. McDevitt 
Company, New York, to form James 
A. Coveney Company, 444 Madison 
avenue to solicit national advertis- 
ing for 50 shopping news publica- 
tions. 

Service is expected to begin by 
May 1. A. H. Kenyon, formerly as- 
sistant to the publisher of the Phila- 
delphia Record, has joined the new | 
company. 


He knows that 


And he knows we 
part of this “WTIC 


. for you? 


IN SOUTHERN NEW ENGLAND WTIC RATES 


FIRST 


@iIN LISTENER POPULARITY BY 2 TO 1 
IN THE HARTFORD AREA 


@ iN NUMBER OF NETWORK ADVERTISERS 
@iN NUMBER OF NATIONAL SPOT 


—— 


+s, corany one of the 
144,492 tobacco dealers 
in the United States about 
e Chesterfield’s can 't-be-copled 


Combination. 
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CIGARETTES 


LATEST ADDITION TO EXPERTS' 


Ye ee 


Chesterfield 


Fens’ Tutartet ons Oowasnc Toséctos 


€ 


He'll say... Look what it says 
on the back of the package... 


featured in new Chesterfield copy. The 


‘Bare Windows’ 
of Liquor Stores 


Draw Protest 


Pittsburgh, March 30.—The “bare 
and ugly” windows of Pennsyl- 
vania’s more than 500 retail liquor 
stores were complained of bitterly 
today in a letter sent Gov. Arthur 
James by the Display Club of Pitts- 
burgh. 

The letter, made public today, fol- 
lows Gov. James’ recent request to 
the State Liquor Control Board to 
discontinue the display of bottled 
merchandise in the liquor store win- 
dows. 

The Display Club’s letter said: 
“We are a distinctly non-political 
organization, but we do know the 
actual value of window display and, 
in consideration of that fact, we are 
strongly incensed at having to pass 
these bare and ugly windows.” 

Would Promote the State 

The club suggested that the dis- 
play space be put to good use in 
a promotional or educational man- 
ner. “Good promotional displays,” 
it commented, “could be created to 
sell Pennsylvania, her great store of 
interesting historical lore and per- 
haps an idealistic prospectus for her 
future.” Other suggestions for dis- 
plays included those devoted to 
highway safety and temperance in 


ADVERTISERS 


_WTIC 


50,000 WATTS - HARTFORD, CONN. 
The Station With the Friendly Audience | 4 


The Travelers Broadcasting Service 


NBC Red Network and Yankee 


drinking. 


Tile Group Resumes 

The Tile Manufacturers’ Associa- 
tion, New York, has resumed con- 
sumer advertising after a lapse of 
several years, and has appointed G. 
M. Basford Company, New York, as 
advertising counsel. American Home, 
House & Garden and Home Owner's 


“Chesterfield Cigarettes are a balanced blend of the fin- 
est aromatic Turkish tobacco and the choicest of several 
American varieties blended in the correct proportion to 
bring out the finer. qualities of each tobacco.” 

When you try them you will know why 
Chesterfields give millions of men and women 
more smoking pleasure... why THEY SATISFY 


hestertield 


~... the blend that can’t be copied 
_ ne» the out Comsnanon of the world’s best cigarette tobaccos as Sa 


This tobacco dealer and his million counterparts throughout the country are being 


being waged by Luckies and Camels. 


Catalog will be used. 


theme adds fuel to the battle already 


Advertising Tax 
Voted Down by 


Oklahoma Senate 


Oklahoma City, March 29.—The 
state senate committee on revenue 
and taxation has eliminated the pro- 
vision for a 2 per cent tax on ad- 
vertising in newspapers and period- 
icals included in the sales tax bill 
passed recently by the house. 

Sponsors of the bill in its original 
form (ADVERTISING AGE, March 27) 
has referred to this portion as a 
tax on retailers “who are not paying 
any sales tax.” 


Part of Selling Cost 


Its elimination by the senate com- 
mittee was voted on the motion of 
H. M,. Curnutt, administration floor 
leader. Leading the fight against the 
tax on advertising were Frank 
Hawkins, manager of the Oklahoma 
Retail Merchants Association; E. E. 
Duncan, manager of the Oklahoma 
Pharmaceutical Association, and the 
Oklahoma Press Association. 

“Advertising is a part of selling 
cost,” Mr. Hawkins told the senate 
committee. “It is not a service with- 
out which business cannot operate. 
It is not in the same class as a com- 
modity.” 


EAA to Celebrate 
Twentieth Anniversary 


The Engineering Advertisers As- 
sociation, Chicago, will mark its 
twentieth anniversary April 10 with 
a dinner at the Electric Club. Stan- 
ley A. Knisely, advertising manager, 
Republic Steel Corporation, Cleve- 
land, and Waldo Gundlach, advertis- 
ing department, Standard Oil Com- 
pany of Indiana, will address the 
meeting. 
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WHEN YOU THINK OF 


THE SMALL TOWN MARKET 


THINK OF 
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April 3, 1939 


ADVERTISING AGE 


-———— 


'VE A BIG BUSINESS 
APPOINTMENT. WHERES 


MAGGIE, MY DARLING, (OH, NO, YOU DONT - AND REMEMBER, 
YOU OLD LOAFER. ‘LL BE WAITING 
YOU ARE TRYING : 

MY NEW SUIT ? TO SNEAK OFF TO 


DINTYS. I'LL NOT 
ee LET YOU OUT OF 
hi Ke \ ae MY SIGHT 


JIGGS, I'VE GOT 
A PROBLEM— 
MAYBE YOU 
| CAN HELP ME? 


GETTING OUT OF 
TROUBLE IS MY 
SPECIALTY / 


+4 
oo. 


FOR YEARS YOu'VE BUILT AND HELD 
A LOYAL FOLLOWING OF MILLIONS 
OF READERS. THERE MUST BEA 
REASON. | WANT TO DEVELOP A 
BIGGER LOYAL FOLLOWING FOR 


AP 
By 


ee) 


Att 
; 
+++ e 


VY gust THREE THINGS — | | THATS WHERE THE ALLSTAR CAST COMES IN. WE 
TO STOP PEOPLE-ENTER | | DO THE ENTERTAINING IN PUCK-THE COMIC WEEKLY 
TAIN THEM. TO HOLD THEM | AND HAVE DEVELOPED THE MOST SYMPATHETIC 
USE ACTION TO WIN THEM-| | AUDIENCE INTHE WORLD—AN AUDIENCE THAT 
TOUCH THEIR HEARTS WILL BE RESPONSIVE TO YOUR ADVERTISING 
MY PRODUCT. WHAT IS YOUR SECRET? 


SF 
Tar SS 


MAKES GOOD 


AND ACCUSED HIM OF GOING TO 


WELL,WHAT DO YOU THINK OF THAT ? TIGGS HAS 
SETTLED DOWN AND BECOME A REAL BUSINESS- 
MAN — AND TO THINK | MISTRUSTED HIM — 


DINTY'S — 


| CAN RUN ALONG NOW ill 


aut 


Copr. 1939, King Features Syndicate, Inc., 


World rights reserved. 


MEET THE BOYS 


—- ER— JIGGS, YOU'VE 
THE RIGHT IDEA, LETS GO! 


HERE WE ARE! REALLY, | CAN'T, MY WIFE | 
COME ON IN AND EXPECTS ME TO- TO-ER 


THE SECRET OF JiGGS’ TREMENDOUS 
HOLD ON PEOPLE LIES IN HIS 
HUMANNESS. HE ENTERTAINS 
WITH ACTION AND TOUCHES PEOPLES 
HEARTS. ENTERTAINMENT HAS 
a) BECOME A MAJOR 
—) SELLING TOOL. AND 

THE BETTER THE 

ENTERTAINMENT 
P THE BIGGER AND 
‘Zs q MORE ENTHUSIASTIC 

* 


THE FOLLOWING- AND THE LARGER 
THE ADVERTISER'S SALES—THE ALL-STAR 
CAST OF PUCK=THE COMIC WEEKLY- 
IS TOPS IN ENTERTAINMENT, YET 
DELIVERS ITS AUDIENCE AT 

NO TALENT COST... AND AT A 

READER COST LOWER THAN THAT OF 
ANY GENERAL MAGAZINE, LET US SHOW 
YOU HOW YOUR PRODUCT CAN BE PRE- 
SENTED IN THE VISUAL-ACTION 


TECHNIQUE OF PUCK- THE COMIC WEEKLY. 
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QE 
THE 
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CAST 


THE BETTER THE SHOW — 
THE BETTER THE AUDIENCE 


FOUNDED 1876 


Co MIC WEEKLY 


OF THE HEARST SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York + Palmolive Building, Chicago 


Se a : 3 : T 
f | — 
: a e , ‘ | a : 
Bringing Up Father —Jiggs confesses his secret! a 
) aa | «CU 
a == "4 
| pp|DAT Z — “ 
7 A aa HL —— — : 
. a” _ ee VA / Py, ‘sale 
= | 8 3 a a Dy) a pas () ‘ by 
|| WAM (tue al ae 
eS 2, yr \ Pao wo lhy hele NG Y ipsa. ry h : : 
| | =A | L | ee | bs 
| — : = “ 
r ee | | ee i | _—— inal 
- | 4 P 2 % SENS _ 
| Vali a i, 7 SENSE 7 sn 
oa a) ; Sp 4 4 
a | | “3 -~ a 
Vea oy _ | i {\) | OH - 
fait, LS, & =<. — ~ 2 +O. 7 
i ee lp ay a i, es = Nite: MAS 
o- | Fr Le ee a 7 — —~ | eae oe as POSE — 
_ ae | Aa : 
og - — > 
: Se es <7 | eS 
i 9 | ; a ——— a 
F M ee» ; : 2 - 
‘] — 1. [ouwry’ || ial 7 
a -- —— a MooRES |; 7 ay 
a | ee ‘earl “Yeo \z HON. = Fa A [eho mM ~ . Seer , 
a oo oe ee V ( OU A as | si 
re an eas ‘mS : ee wie ae emene ail 
— —— « f aD 7 yy a ; ( aN i) Jae sia Ps 
- | \. =e == eo FZ | 
“ \ ay rN rs) 4 ~~} b> eo oe 
: 4 s< PNY , 
os lx or wot 
“ — -\¢ io Si ie 
| ee P 
ey 
| \E& | 
ed % ) 7 % é Ss) . if - GS m 5 eS 
. Av ‘ Pay ay : f. vy, oe Yr, ’ See e 
k q rs & ‘ unl ‘ - ‘al y -~ a, b AP ai. 
ri y 7 | a a 4G =z | . y A a , . 
| ~_-_ 4 es / ee ai! V2 7 {> {is y 4 i\ os 45 [ ¥\ . 
-_ | ij ss sw, THAT MAKES THE COMIC S|; : 
|" ieee i Me sar. A ee A EY ene ge ee ae ee | Saabaaees 


Northern Pacific station. 


Banker . . . William Stern is president of the 
Dakota National Bank, and former national 
vice-commander of the American Legion. 
“Liberty”, says Mr. Stern, ‘‘selects the vital 
and important matters from the world of affairs, 
and presents them in understandable form.” 


Village of tents in 1870, Fargo today is a marketing center for the great Red River Valley of North 
Dakota and western Minnesota. Here is Broadway, main business street of Fargo, looking from the 


Ranke peetrecr ry een TASAASE 


ae scenes: dame a * 


Music . . . Mrs. William Shaw, president of 
the Fargo Civic Orchestral Association, is active 
in social and civic affairs in Fargo. Mrs. Shaw 
enjoyed Liberty’s articles about the Duke and 
Duchess of Windsor; says ‘‘I am quite attached 
to your 20 Questions page, too.” 


Publisher . . . Norman D. Black publishes The Fargo 


Forum—one of North Dakota’s most powerful news- : 
papers. Of Liberty, which he reads weekly, Publisher Lumber 


Avvewrc is not all steel and concrete, neatly 
landscaped suburbs and clattering production lines. 
America is also land . . . miles of thick, black loam to 
feed millions who never see or know the source of their 
bread .. . wheatlands from horizon to horizon, where 
the acres outnumber the people. 

Soon, in the rich Red River valley, a hundred thou- 
sand acres of the finest wheat will be waving in the wind. 
Travelers who watch this great sea of grain, as the 
Limited cuts across North Dakota toward Fargo, will 
gain new understanding of what it takes to make a 
country great. 

Fargo would be lost in the industrial East. Many a 
big-city suburb, and not a few skyscrapers and facto- 
ries, can boast more inhabitants. But Fargo’s importance 
can’t be measured by population. Fargo is big in North 
Dakota, the biggest city in the state, a great commercial 
center between the Twin Cities and the mountains. 

There is no such thing as a “‘typical”’ U.S. city, but 
Fargo is so thoroughly American in its way of life that 
it serves as an excellent example of the local strength 
and national interdependence so typical of American 
cities. Fargo, for instance, annually exports thirty mil- 
lion dollars worth of products from the land; and im- 
ports forty-five million dollars worth of farm and elec- 
trical supplies, trucks and automobiles and groceries. 

Fargo’s citizens are solid, substantial, close to earth. 
What they think is important because they represent 
so many people in so many places—lesser known Fargos 
all over the country. What they read is also significant 
to anyone concerned with what they think. Liberty is 
read in every fourth home in Fargo. Publisher, banker, 
civic leader, lumberman and industrialist find a com- 
munity of thought in the pages of this magazine. 

Cities are like people: Liberty’s understanding and 
breadth explain its importance in Fargo and Evanston, 


in San Francisco and Hartford . . . wherever people’s 
interests go beyond the city limits. 


> “i oa ; 
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Black says, ‘‘Your editors apply news sense to magazine 
publishing—not only in your ability to call the turn on 
sO many important developments—but also in the re- 
freshing manner in which you interpret fundamental 
trends in the light of today’s headlines.”’ 


. » H. L. Sherwood is president of 
the Sherwood Lumber Company—handles 
Insulite, Ruberoid, U. S. Gypsum products. 
Mr. Sherwood reads Liberty regularly, says 
“I go for Liberty's baseball articles—written 
by experts like Joe McCarthy and Joe 
DiMaggio of the Yanks.” 


Chevrolet... Jack Fleck is general man- 
ager of Mitchell Chevrolet, called the largest 
Chevrolet dealers in the state. ‘‘The way 
Liberty gets its ideas across”, says Mr. 
Fleck, ‘‘appeals to me. For example, in the 
editorials—Mr. Macfadden expresses his 
points briefly and forcefully—complete in 
meaning and conviction.” 


Hardware . . . Mark B. Hough 
ton, partner in Harrington & 
Houghton—Fargo’s leading hard 
ware outlet, handles Johnson’s Wa 
Leonard Refrigerators, and Evert) 
Ready Batteries. “Death Ove! 
Galapagos was one of the most ® 
teresting adventure stories I’ve re# 
in a long time,” says Mr. Houghto 
who reads Liberty every week. 
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1.G.A... .C. S. Spangler, I. G. A. 


mem- 
ber, is one of Fargo’s best known grocers. A 
regular reader of Liberty, Mr. Spangler is 
particularly interested in the viewpoint ex- 
pressed in Liberty’s articles on labor. 


. 


Studebaker . . . Marshall Ruchdashel is 
general manager of Motor Inn, Inc.—Stude- 
baker distributors in Fargo. Mr. Ruchdashel 
finds many things of interest in Liberty but 
—‘‘before anything else come the short 


Pianos . .. C. R. Stone, secre- 
tary-treasurer of the Stone Music 
Company, does a state-wide busi- 
ness; carries 14 different piano 
lines, Philco radios, Hammond 


Dry Goods . . . C. O. Follett is president of Smith, 
Follett & Crowl—large distributors of textiles and dry 
goods for the Northwest. Member of the Industrial 
Advisory Committee of the Federal Reserve Bank and 
director in Northwestern Bell Telephone as well, Mr. 
Follett is one of Fargo’s more important business 
leaders. ‘‘I can’t say too much about your spendid edi- 
torials,” he says, ‘‘or praise enough the clarity and view- 


es 


North Dakota Agricultural Col- 
lege enrolls 1,500 regular stu- 
dents, exclusive of the extension 
division. Work in plant breeding 
and plant pathology has brought 
the college world recognition, 


point of your articles on business and government.” 
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Civic Worker . . . Mrs. Paul T. Boleyn— 
writer, historian, political and welfare 
worker—is one of North Dakota’s better 
known women. She has sponsored many 
bills for social advancement in the state 
> legislature. ‘‘I like Liberty’’, says Mrs. 
- Boleyn, “because it gives me the type of 
> reading I want—like the labor and political 
articles. And yes, Princess Kropotkin’s 
page To the Ladies.’’ 


ga 


Drugs . . . B. L. Bentson does a big drug 
business in his downtown Rexall store. ‘‘To 
keep up with my women customers—I read 
(and really enjoy) To the Ladies as well as 
my own favorite features and articles.” 


TTTTIIIT 


“the Se e 


stories for me.” 


Frigidaire - » « Jerry McGinnis manages 
the appliance division of Herbst’s—leading 
department store in Fargo. His department 
has an exclusive Frigidaire franchise in 
Fargo; sells also Westinghouse ranges, Zenith 
radios, and other nationally-advertised lines. 
He says “I follow Liberty’s sports articles— 
they’re written by people who know—like 
those on football by Jim Crowley.” 


Bank President . . . Frederick 


A. Irish is president of Fargo’s 
First National Bank—oldest and 
largest bank in the Dakotas. Mr. 
Irish is an ex-treasurer of the 
American Bankers Association, i 
and an important figure in state 
banking circles. (Incidentally, 
Fargo’s bank clearings are more 
than double those of most cities of 
equal size, and greater than many 
cities double its population.) ‘“‘The 
logic and forcefulness of the edi- 
torial page,’’ says Mr. Irish, “has 
kept me a steady reader of Liberty 
for the past ten years.” 


Copyright, 1939, Liberty Magazine 


organs, and other famous instru- 
ments. Mr. Stone reads Liberty 
from front to back—likes “the 
labor and political articles, par- 
ticularly the C. I. O. series.” 


dent of the Fargo High School Parent- 
Teachers Association. Former teacher, school 
board member, now P. T. A. official—Mrs. 
Kjorlie has been active in Fargo educational 
work for years. “‘Liberty’s program for better 
direction and education of youth,”’ says Mrs. 
Kjorlie, “is to be highly commended.” 
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ADVERTISING AGE 


April 3, 1939 


Edgeworth Plan 
for Novices Draws 
Eager Dollars 


Unique Offer Eliminates 
First-Time Smoking 
Troubles 


Richmond, Va., March 30.—How 
to secure new users for a 15-cent 
product, at the same time inducing 
them to spend a dollar for the in- 
troduction privilege, is being effec- 
tively demonstrated by Larus & 
Bro. Company in the current Edge- 
worth tobacco “sampler kit” promo- 
tion. While concrete results of the 
drive thus far have not yet been 
divulged, continuation of the adver- 
tisements, which bear coupons and 
appeal for direct orders of the 
smoking kit, indicates that Larus is 
well satisfied with its latest mer- 
chandising venture. 


Two-Point Approach 


The Edgeworth offer is directed 
primarily at the large body of 
“firsts,” those young men who are 


The sun shines a litthe warmer and spring is 


in the air. 


of long winter months is irresistible. 


| 


The desire to shake off the lethargy 


OFFER TO YOUNG MEN 
Who Hanker to Smoke a Pipe 


Here's Our Offer 


Pom 


wet Wek 


gover ye 
wis 


“EDGEWORTH Smoking TOBACCO 


TO GéT TOUE fOGEWORTH SAMPLER KIT sun) MAK COUPON WITH $1.00 


LAGUS 6 HHO Co, Dept 


S'Gnhatuer oer 
Cte: “eve - ~~ <=, 


PULkAme END US YOUR DEALERS NAME ANT AODRRSS 


This copy appealing to first-time smok- 

ers is bringing satisfying returns to Larus 

& Bro. Company. Three types of Edge- 

worth tobacco and a personalized pipe 
feature the offer. 


considering embarking on a 
smoking career, though 


pipe 
agency 


market, The Commercial 


spokesmen point out that coupons 
are sent in by many experienced 
smokers as well as by novices. 

Edgeworth’s is based upon two 
premises: first, that young men ex- 
perience disheartening results in 
their initial attempts at a pipe and 
are consequently discouraged; and 
second, that the tyros flit from to- 
bacco to tobacco without being able 
to settle definitely on one brand or 
type. 


Is Mechanically Pre-Smoked 


An attempt to overcome both 
these difficulties is made in the sam- 
pler kit. The obstacle of breaking in 
the pipe is eliminated by providing 
a pipe of good quality that has been 
mechanically pre-smoked. Edge- 
worth tobacco is used in the arti- 
ficial breaking-in process. 

To offset the trial and error tend- 
encies of young smokers, the kit in- 
cludes three types of Edgeworth: 


“Ready-rubbed,” “Junior,” and 
“Sliced.” 
Larus’ merchandising attack is 


delivered on two fronts: through 
magazine copy with coupons that 
provide all details necessary for the 
order, including the signature that 
is to be engraved on the pipe, and 
through point-of-sale certificates. 
The latter, attractively printed in 
three colors and containing essen- 
tially the same message as the mag- 


Since the first carbonated drink was put on the 


Appeal has been a de- 


pendable medium to bring the zestful qualities 


of all beverages to the attention of the greatest 


Now in its 100th vear of service to readers and 


The urge 
to get out-of-doors comes to everyone .. . out 
to the ball game ... golf... fishing ... hiking number of potential customers. 
. pienies . . . anything to eseape the pent-up 
feeling of hibernation. 
With the spring comes a new thirst... a erav- advertisers, The 


ing for some cold, delicious beverage. any kind 


kind 


at the moment. 


and every that suits 


and fanes 


Is Marching. 


And in the matter of beverages, few 
Mid-South in 
consumption of soft drinks per capita. 


of the country exceed the 


people of the Mid-South 


and they drink plenty of all carbonated and malt Is 


hey eradce.s 


The Beverage Parade 


have a 


individual taste 


Commercial 


erages sold today. 


Appeal has been 


a dependable Partner in Progress with the manu- 


facturers and distributors of all the popular bev- 


The Commercial Appeal linage in general bev- 


sections 

annual 
Yes, the 
thirst. 


mighty 


reason is obvious. 


erage advertising is double that of any other news- 


paper in this market, and it has been for years. 


The Commercial Appeal 


the only media in the entire Mid-South market 


that really gives ... 


2-Way Selling Action 


The Commercial Appeal sells the con- 
sumer byits established reader interest. 


2, The Commecial Appeal sells the dealer 
by its vast trade paper influence. 


THE COMMERCIAL APPEAL 


A SCRIPPS-HOWARD NEWSPAPER 
National Representative — The Branham Co. 
‘“‘More Than A Newspaper — An Institution’’ 


| 


| 
| 


—— 


CASH SAVINGS FOR CAREFUL DRIVERS 


OY ainguiihed sé at 


4 the roma af Hoyhe ery hifery 


With 30 automobile insurance companies cooperating, National Bureau of Surety 
and Fire Underwriters will sponsor a national campaign featuring the “safe driver 


azine copy, are displayed in special 
racks on dealers’ counters. Cigar 
store clerks report that customers 
take the colorful certificates, declar- 
ing that they had seen the offer 
originally in an advertisement. 


Direct Results Shown 


The advertising list is a flexible 
one, with each magazine expected 
to produce coupons with dollar bills 
attached. This insistence on prac- 
tical, demonstrable results is cited 
as Edgeworth’s answer to those who 
say that tobacco advertising is too 
general. The current schedule in- 
cludes Collier’s, Esquire, Hunting & 
Fishing, Liberty, MacFadden Detec- 
tive Group, National Sportsman, 
Outdoor Life and The Saturday 
Evening Post. Warwick & Legler is 
the agency. 

All layouts give prominence to'the 
kit, with the headline “Offer To 
Young Men Who Hanker to Smoke a 
Pipe.” Readers are told that Larus 
pays premium prices to get the best 
tobacco, since “you cannot make 
good tobacco from cheap tobacco 
leaf any more than you can get the 
pleasure of choicest porterhouse 
steak for a rump steak price.” The 
regular Edgeworth selling points, 
cooler smoking, mildness and rich 
aroma, are likewise stressed. 


Falstatf Names Ellis 


The Chicago office of Sherman K. 
Ellis & Co. has been appointed to 
handle the advertising of Falstaff 
Brewing Corporation, St. Louis. 


reward plan.’ Three of the layouts to be used are shown here. 


Insurance Reward 
for Safe Driving 
Key New Drive 


(Continued from Page 1) 
agents of the 30 participating com- 
panies have been urged to run local 
newspaper and direct mail cam- 
paigns. J. Walter Thompson Com- 
pany is in charge. 


Big Savings Pictured 


Copy points out that more than 
950,000 motorists will share in 
money rewards totaling $5,600,000 
this year, as the result of a safe 
driving record last year. The plan 
is in operation in 35 states. In ad- 
dition to cash rewards, safe drivers 
receive “gold chevron” cards for 
their cooperation in reducing high- 
way accidents. 

A typical insertion pictures a hus- 
band and wife, gleeful over having 
received a check for safe driving. 
The husband tells his wife: “Mary, 
this cash reward proves the Safe 
Driver Reward Plan really works, 
and I’m not the only one in town 
who got one—Steve, Joe, Mac, all 
got them. That is a real idea fo! 
making safe driving pay. My insur- 
ance agent certainly gave me good 
advice.” 


Starts Art Service 


John W. Batich has opened an in- 
dustrial and commercial art service 
at 45 Clinton street, Newark, N. J 
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April 3, 1939 


ADVERTISING AGE 


What wins wars ? 


Mititary experts agree that the three basic factors that de- 
cide all wars are... 


Manpower: 


Mobility: 


Strategy: 


These three factors are just as basic in the effectiveness of 
an advertising agency. 


MANPOWER: Young & Rubicam assures extraordinary 
manpower to every client by the agency policy of limiting 


its clientele to advertisers above a certain minimum size. 


MOBILITY: Young & Rubicam has worked out a plan of 
organization that enables the heads of all departments to 
give their attention and their thinking to al/ accounts. 


STRATEGY: Young & Rubicam’s attitude is that every 
product presents its own selling problem—that advertising 
success may be affected by decisions regarding product in- 
gredients, packaging, price, distribution methods, selection 
of media, copy appeals, and a dozen and one other things 
—and that the proper advertising strategy can come only 
through a recognition of these many elements, and the 
ability to deal with them intelligently. 


Young & Rubicam, INC. avvertisine 


NEW YORK + CHICAGO 


* DETROIT + HOLLYWOOD - TORONTO - MONTREAL 
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ADVERTISING AGE 


April 3, 1939 


20th Century-Fox | 
Sets Up Record 
$7,000,000 Budget 


(Continued from Page 1) 


likelihood of a recession in the radio 
versus pictures “feud.” Darryl Zan- 
nuck, production chief for 20th 
Century-Fox, was one of the leaders 
in withdrawing several company 
stars from radio shows. 

The double bill problem continues 
as before. This, however, is consid- 
ered as a problem more in the ex- 
hibitor’s phase of the industry, 
rather than the producers’. Appar- 
ently, few like the practice, but a 
similarly small number feel capable 
of doing anything about it. 


Sales Show Increase 


Radio does not loom heavily upon 
the 20th Century-Fox promotion 
program, although it was used to a 
certain extent during the past year. 
One instance of this was the nation- 
wide network broadcast celebrating 
the premiere of “Alexander’s Rag- 
time Band.” It is not likely that 
this type of promotion will be 
staged again, although the cost of 
the one-time broadcast was held a 
minor factor. 

The company’s disclosure of its 
advertising plans followed by only 
a few days its report of 1938 earn- 
ings. For the 53-week period ended 
Dec. 21, the company reported a net 
profit of $7,252,466, as compared 
with $8,617,114 in the preceding 
year. Sales, however, showed an 
increase of more than $2,000,000, 
with gross income from sale and 
rental of film listed at $58,201,314. 

Kayton-Spiero Company, New 
York, continues as the company’s 
advertising agency. 
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FIRST AGAIN 


..- THE OTHER FIVE TIMES WHEN THE SAME PROGRAM 
WAS RELEASED SIMULTANEOUSLY BY LOS ANGELES NET- 
WORK STATIONS ,..AND KNX WON! 


Salescrafiers Are 
Organized to Aid 
Salesman’s Status 


Indianapolis, March 30.—A _na- 
tional program to increase the pro- 
fessional status of salesmen, as well 
as to build improvement selling 
techniques in all fields, has been 
launched by Salescrafters Interna- 
tional, a new organization with 
headquarters here at 960 N. Penn- 
sylvania street. 

Objectives of this organization are 
the establishment of 1,000 local 
clubs, each with approximately 35 
members in cities of 10,000 or more 
population. Only two sales and ad- 
vertising executives in each busi- 
ness classification will be eligible 
for membership in the local clubs, 
organization of which is already 
under way. 

Walter E. Jackson, sales counselor 
and advertising executive, is presi- 
dent of the Salescrafters. He ex- 
plained that, while tremendous ad- 
vances have been made in other 
fields, there have been too few or- 
ganizations for salesmen or sales 
executives. Mr. Jackson commented 
upon the success of last year’s 
“Sales Mean Jobs” crusade and em- 
phasized the value of year-round 
effort of this type. 


Account to Rumrill 


Charles L. Rumrill & Co., Roch- 
ester, N. Y., has been appointed to 
handle national and photographic 
trade publication advertising of De- 


fender Photo Supply Company, 
Rochester. 

Mahon with Howley 

Ty Mahon, artist, has joined 


Frank Howley Advertising Com- 
pany, Philadelphia. 


Transamerican Moves 

Transamerican Broadcasting & 
Television Corporation has moved 
to 1 E. 44th street, New York. 
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| INGENIOUS DISPLAY 


Wr'lseekS am CINS 
P deh 6B: Cama 


A miniature cocktail bottle becomes the 
body of Hiram Walker's new display 
unit, while a silk-screened wooden head 
and tail are clamped onto the bottle’s 
neck and base to complete the picture. 
The unit is designed for retail liquor 
stores where space is at a premium. 


Cellophane May 
Get Competitor in 
Goodyear Pliofilm 


New York, March 30.—Goodyear 
Tire & Rubber Company made its 
first major bid to establish Pliofilm 
as a packaging material this week 
with a page insertion in The Satur- 
day Evening Post which seeks to set 
up the product as a competitor for 
cellophane. 

Under the headline, “What cigar- 
ette will be the first to take advan- 
tage of this?’’ Goodyear claims that 
Pliofilm is “a better wrap for any 
product.” Various uses to which 
Pliofilm has already been adapted, 
such as raincoats, umbrellas, gar- 
ment bags, and bridge table covers, 
are pictured. 

Copy is slanted toward both con- 


The cigarette packaging angle is 
highlighted by the statement: ‘No 
other wrapping, single or double, 
can meet this test—after a week’s 
immersion in water a _ Pliofilm- 
wrapped package of cigarettes is 
dry inside and smokable. 

“Pliofilm is a new odorless, taste- 
less sheet material made by Good- 
year in clear, colored and opaque 
types. It brings to packaging for 
the first time rubber’s natural 
proofness against moisture—keeps 
inherently moist products from dry- 
ing out—prevents moisture-hungry 
items from absorbing dampness. It 
does not crack with temperature 
changes. 

“Look for foods, drugs, tobaccos 
and other articles wrapped with this 
superb new protection. You’ll know 
them by their superior freshness, 
taste, and flavor.” 

Arthur Kudner, Inc., the agency 
in charge, told ADVERTISING AGE that 
further promotion of Pliofilm as a 
packaging material has not been 
decided upon, but that the Post 
insertion is not the opening gun of 
a regular campaign. 
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Vermont House Passes 
Restrictive Poster Bill 


The Vermont House of Represen- 
tatives has passed an outdoor poster 
restriction measure which increases 
the tax rate on outdoor advertising 
signs by establishing a flat rate of 
2% cents a square foot, removes 
from fee exemption signs of six 
square feet and establishes a mini- 
mum fee of $1 on all outdoor com- 
mercial signs. 

The measure also requires that 
signs be tagged, and a system of 
staggering is provided for moving 
large signs back from the highways. 


Starts Offset Plant 


Mullan Corporation has opened a 
plant on Wyalusing avenue at 55th 
street, Philadelphia, for the produc- 
tion of offset printing. Edward P. 


Wurlitzer Rushes { 
National Copy 
for New Finish 


(Picture on Page 31) 


DeKalb, Ill., March 30.—A new 
type of finish which permits adap- 
tation of the piano to any color 
scheme has skyrocketed sales so 
high during the first quarter of 
1939 that the Rudolph Wurlitzer 
Company is rushing to capitalize the 
innovation with the heaviest adver- 
tising program in its history. 

Kordevon, as the new finish is 
known, boasts a soft leather-like 
quality which is particularly 
suited to modern home decoration 
requirements. Even more impor- 
tant, in the opinion of the advertis- 
ing department, is that Kordevon 
makes it possible for the owner to 
change the color, pattern or texture 
of the finish in accordance with any 
changes wrought in the motif of the 
room. This transformation can be 
made easily, quickly and inexpen- 
sively, it is asserted. 


For Modern Living 


The piano is designed for today’s 
smaller living quarters, but in spite 
of its compact size, the tone is said 
to be full and rich. This effect is 
achieved by incorporation of an 
augmented sounding board and an 
acoustic tone chamber. 

Sales for January, with the new 
piano leading the Wurlitzer pageant, 
were 167 per cent of the correspon- 
ding month of 1938, and the pace 
has been maintained. The national 
advertising schedule being prepared 
will be supplemented by an elabo- 
rate direct mail campaign. 


Ickes Changes Name 


Burton Shaw Ickes, Inc., Indianap- 
olis agency, has changed the name 
to Ickes, Mahoney & Smith, Inc. 
Fred Smith, who has joined the 


* ig 
Pea PS tes 


King George's ‘Address 
All-Star Baseball Game . 


3. OCTOBER 1, 1937 . Supreme Court Justice Black’s Talk 


. World Series 
» Jackson Day Dinner 
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KNX 50,000 WATTS - COLUMBIA SQUARE - LOS ANGELES ~ 


The CBS station for Southern California. Represented by Rapio SALEs. b 
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sumers of these products and manu-|Mullan is president and general|agency, was at one time manager 
facturers with packaging problems. | manager. of station WLW, Cincinnati. 
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instinctively tuned to their favorite station. These findings, therefore, should 
be no surprise to those who already know that more Los Angeles listener: 


tune to KNX more hours daily than to any other local station.* 


Such decided preference should —and does —influence sponsors. Not only 


advertising volume for the past consecutive 27 months —at, in 1938, 


KNX stepped up its own 1937 record by 24.5%... May we send you 


station 7 


...once again reaffirming habitual audience 


leadership for KNX in Los Angeles... 


Occasion — March 4th broadcast of the 150th anniversary celebration of the 
first session of Congress. Entries—three Los Angeles network stations. 
Survey—a coincidental telephone check by Fax-Finders during the entire 


broadcast. Previous programs — sustaining on both KNX and Station B. 


RESULTS... 21% more listeners for KNX than for Station B 


360% more listeners for KNX than for Station C 


Naturally, when the same program was released by several stations —dialers 


has KNX outdistanced all competitive stations in national and local spot 


further all-round championship data on Southern California's dominant 


*As established by 19 separate ‘round-the-clock coincidental: 
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QCONFERENCES” 


Steel tests pains ‘ 
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& big part in mainwining: 
a close relationship between The Farmer-Stockman and the 
fatmers of che Southwest... Above: Edisor Roberts discusses 
feeding problems with a dairy farmer. Left: Edisap Flood ex- 
plains U. S. Soil Conservation Program with an QOltlahoma 
wheat farmer. Right: Lola Clark Pearson is a frequent speaker 


WITHOUT WALNUT DESKS, SALES CHARTS OR TWO-BIT CIGARS 


Some of the most important business confer- and Lola Clark Pearson went into farm homes as It is this close relationship between the farmers 


ences in the Oklahoma-North Texas area last year _invited guests . . . and on equal footing with these of the Southwest and their favorite farm paper 
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were held in stock pens, in plowed fields, in little farmers. They discussed with them intimate that makes The Farmer-Scockman an important 


red school houses and in farm women’s kitchens. problems ranging from child welfare to finance. factor in any Southwestern advertising campaign. 


These were the conferences between farmers of 


this area and the editors of The Farmer-Stockman 


-.. conferences that will lead to herd improvement, 


more efficient crop practices, increased civic con- 


sciousness and better farm homemaking. / 4 FARMER- S TO Cc KMAN 


Last year Farmer-Stockman editors spent 40% of OKLAHOMA CITY. OKLAHOMA ae 


5 their time in conferences of this kind . . . and 


traveled more than 50,000 miles in this phase of | THE OKLAHOMA PUBLISHING CO, @ THE OKLAHOMAN AND TIMES @ MISTLETOE EXPRESS ® WKY. OKLAHOMA CITY 


their editorships. Clarence Roberts, Francis Flood KVOR. COLORADO SPRINGS @ ELZ. DENVER (Attiliated Management) @ REPRESENTED BY THE KATZ AGENCY. INC. 
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LAD HAS A FOLLOWING 


Fisk Trademark 


Taps Heartstrings 
of American Public 


Consumers Rebel at 
Rumored Moderniza- 
tion of Yawning Lad 


By A. P. MILLS 

Chicopee Falls, Mass., March 29. 
—The realistic association that can 
be built up between the public and 
a widely advertised trademark fig- 
ure has been vividly demonstrated 
in recent weeks to officials of the 
Fisk Tire Company. As a result, 
the sleepy little boy with the yawn, 
candle and tire, synonymous with 
Fisk for a quarter of a century, will 
be continued intact, despite casual 
consideration that had been given 
to a possible modernization of the 
trademark, with a smile replacing 
the yawn, and pajamas substituted 
for the sleeping suit. 

The unique Fisk experience grew 
out of an advertising conference 
held here, when it was suggested 


TIME 


‘GET A FISK: 


TO RE-TIRE 


The famous trademark of Fisk tires which, 
according to many consumers, has won 
a lasting place in their hearts. 


that perhaps the boy ought to be 
streamlined in forthcoming national 
advertising. The report reached 
many dealers who registered strong 
protests. But, instead of stopping 
there, the rumor continued on to 
the ears of consumers, who took 
up the matter as a situation directly 


to follow or adapt in 
this new, practical book 


—Saves time 


—Saves money 


—Helps create 
better advertising 


Carlyle, Oring and Richland’s Just Published 


LAYOUTS AND LETTERHEADS 


152 pages, 10x8, fully illustrated, $5.00 


ERE, in addition to discussion of layouts and the layout-man's work, are 
layouts themselves, more than 200, for advertisements and letterheads, 
of many types from perfume and deluxe shops to paints, foods and hard- 


Here is a wealth of layout ideas—complete arrangements you 
can follow exactly and adapt to other products—a treasury of 
treatments, spots, handlings of headlines, illustrations and signa- 
tures, decorative ideas, atmospheric touches, etc., that you can 
“lift” piecemeal—plus pointers and examples on how to rearrange 
and combine elements in order to achieve scores of telling lay- 
outs of your own, . 


Here's a letterhead design for every possible need—complete with lettering 
style or type arrangement and decoration, ready for you to follow exactly 
or adapt or combine with another. Here is a sheer treasure chest of material 
and inspiration that will be worth to you many times its cost every time 
you use it...and you'll use it long and often. 


. . » the ADVERTISING MAN 


will get inspiration and ability to make his next advertising campaign bril- 
liantly good looking; to create scores of campaigns, ever fresh, ever varied, 
with headlines, product, atmosphere, EVERY wanted 


placed for maximum effectiveness 


. . . the ART DIRECTOR 


will take a layout from this page for his most deluxe magazine ad—another 
from that page for a hardworking trade ad—and one 
full-of-merchandise furniture, jewelry or food retail ad 


element masterfully 


fee thie - 
irom tn page ic 


. . . the ADVERTISING ARTIST 
by studying the discussions and following these layouts can cast himself 
in the role of visualizer and create superb complete ads that are ideal set 


tings for his lettering or drawings. 


. . . the MAN-IN-SEARCH-OF-A-LETTERHEAD 


. will find a letterhead layout to give precisely the effect he longs for— 


uggest precisely the atmosphere he wants—whether it's a dance studio or 
1 steel mill, « ltra-feminine shop or a bank; or anything inbetween 

Truly first aid for the busy advertising man, artist, art director, anyone who 
wants to create better-looking ore effective advertising 


OU ee ee ee ree re re ee eee ee ee eee ee ee eee ee ee ee ee ee ee 


hal 

! SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY : 

' McGraw-Hill Book Co., Ine., 330 W. 42nd St., New York, N. Y. ! 
1 Send me Carlyle, Oring and Richland’s Layouts and Letterheads for 10 days’ examination on approval 

1 In 10 da AA. | send $5.00, plus few cents postage, or return book postpaid Postage paid on orders ' 

Tu panic remittance 

i a t y rer | 

1 Name ! 

1 

; Add Positior - § 

1 City and BState Company Age—4-3-39 ! 

4 Rooks m approval in U. 8. and Canada only 1 


concerning them. Dozens of letters 
were received by H. R. Hurd, ad- 
vertising manager, from men and 
women in all parts of the country 
telling of the place in their hearts 
occupied by the lad who pro- 
claimed: “Time to Re-Tire.” 


A Woman Reminisces 


Perhaps the most interesting of 
all the letters received was one from 
a housewife in Portland, Ore., who 
wrote that any change in the trade- 
mark would rob Fisk advertising of 
its human appeal. “One of my most 
precious memories,” she wrote, “is 
of a little boy I knew many years 
ago. 

“He lived with his widowed 
mother and took his position as man 
of the house very seriously. In the 
evening, dressed in his white woolly 
sleeping garment which covered 
him from neck to toe, he would sit 
on his mother’s lap while she would 
sing him the songs he loved. 

“And, as always, his favorite and 
last song of the evening was ‘Lead 
Kindly Light.’ This song never 
failed to make a deep impression. 
When it was finished he would jump 
from her lap and, picking up the 
light from the table, would say, 
‘T’ll go ahead, mother, and carry 
the light. You needn’t be afraid.’ 

“One day Heaven needed an- 
other angel, and, opening his eyes, 
the boy looked up at his weeping 
mother. A smile flickered over his 
white face and he whispered, ‘T’ll 
go ahead, mother, and carry the 
light. You needn’t be afraid.’ 

“So please don’t change your lit- 
tle boy. Whenever I see him step- 
ping through your tire, dressed in 
the same white sleeping clothes, 
carrying his light, he is to me sym- 
bolic of that other little boy who 
stepped forth so bravely into the 
dark of the great unknown to carry 
the light ahead so mother needn't 
be afraid.” 

Other letters received by Mr. 
Hurd closely parallel this note in 
human interest quality. 

The boy who has helped to sell 
Fisk tires for a quarter century was 
created by Burr Giffen, a New York 
advertising artist. According to the 
recollection of Fisk officials, the 
artist conceived the idea late one 
night, drew up a rough, and sub- 
mitted it to Fisk the following day. 
His work was immediately pur- 
chased and used ever since. 


Company in Comeback 


Aside from the human interest 
angle of Fisk advertising, the com- 
pany is making news these days by 
a remarkable comeback from a 
severe decline during the depres- 
sion. About 15 years ago, Fisk 
ranked among the “Big Four” in the 
tire industry. At its peak, annual 
sales volume reached $73,000,000. 
Business fell off at an alarming 
rate, however, and the company was 
sold for a mere $3,000,000 eight 
years ago. 

Fisk sales today do not approach 
the prosperity peak, but continued 
upward progress has been made 
during the last few years. Profits 
earned by Fisk Rubber Corporation, 
of which Fisk Tire Company is a 
subsidiary, reached $673,000 in 
1938. This figure more than dou- 
bled the 1937 record. 

With business on the upgrade, ad- 
vertising expenditures have been 
increased. The 1939 budget is 50 
per cent over last year’s. News- 
papers, magazines, and outdoor 
signs are being used. Critchfield 
& Co., Chicago, is the 
charge. 


Feature Safety Appeal 


The “Time to Re-Tire’” boy is 
used in all promotion. His picture, 
along with the slogan, “‘Get a Fisk,” 
is currently appearing in such mag- 
azines as Collier’s, Esquire, Life, The 
Saturday Evening Post, and Time. 
After a 15-year absence from out- 
door advertising, poster promotion 
was resumed last year, and there 
are now 120 boards which picture 
the boy. 

Current copy in magazines dram- 
atizes the safety appeal. April 
magazine copy pictures a couple 
dancing on a narrow surface ex- 
tending out from the top of a build- 
ing over a city street. Copy points 
out that “thousands of drivers who 
would shudder at the thought of 


agency in| 


It's no more foolhardy to do the Lam- 
beth Walk on a 19-story high timber 
than it is to ride on tires that may be 
the cause of a serious accident, accord- 
ing to Fisk copy in current magazines. 


dancing on a timber 19 stories above 
street level will start out on tires 
that may be the direct cause of a 
serious accident.” 


Neely Starts Library 
of House Publications 


Neely Printing Company, Chi- 
cago, has established a library of 
house publications comprising 300 
magazines from the United States 
and other countries. 


Champion Expand 
Copy Schedule for 
‘Change Week’ 


Toledo, March 29.—An increased 
newspaper schedule, plus copy in 
magazines and farm publications, 
will be used in promotion for the 
fifteenth annual “Change Week” 
sponsored by Champion Spark Plug 
Company, it was announced here 
today. 

Dates for the week are May 1-7 
and newspaper copy is scheduled to 
break just prior to this period. Four 
insertions are scheduled for 224 
newspapers. 

The magazine list includes Amer- 
ican, The American Weekly, Coi- 
lier’s, Liberty, Life, Popular Me- 
chanics, Popular Science, The Sat- 
urday Evening Post and This Week. 
Copy this season will emphasize the 
thrift value in installation of new 
plugs, pointing out the resultant 
savings available in gas and oil and 
improvement in starting and engine 
performance. 

MacManus, John & Adams, Inc., 
Detroit, is the agency. 


Fitzgerald Retires 
from Agency Field 


After 19 years with Lord & 
Thomas, Chicago, J. Lee Fitzgerald 
has resigned to become a gentleman 
farmer. His mail address in the fu- 
ture will be Lakeside, Mich., where 
Mr. Fitzgerald owns a farm. 

He joined the Chicago agency in 
1920 shortly after emerging from 
the army and served it continuously 
since. Mr. Fitzgerald*was account 
executive on the New York Cen- 
tral advertising. 


Hosiery to Grey 

Hanes Associated Mills, New 
York, manufacturer of circular-knit 
hosiery, has appointed Grey Adver- 
tising Agency, New York, as adver- 
tising counsel. 


“Leader” to Lorenzen 


The News-Leader and Evening 
Leader, Staunton, Va., have named 
Lorenzen and Thompson, New York, 
as national representative. 


| plusses. 


And, of you 
can buy WNAN in 
wth the 
Network at an 
erce ptronally low 


COUTSE, 
people. 
combination 
lowa 


rate. 


98% of farm incomes from 
097% of the farms 7? Were? 


Yes, in the WNAX Primary Daytime Area 
are 6.9°/, of U. S. farms which accoynt for 
9.8°/, of the Nation's total cash farm in- 
come—about $750,000,000 yearly. 


WNAX farms are definitely above average. 
They account for 13°/, of land and build- 
ing value. 11.3°/, of farm autos, 16.1% of 
farm tractors. And there are many more 


First in RURAL population, WNAX also is 
24th among Columbia stations in primary 
daytime URBAN audience — 717,300 


That's why WNAX is one of the most eco- 
nomical stations in the country. You can 
buy its 719,500 radio families for as little as 
3!/3 cents per thousand. 


Want more facts? Just write us, or call 
the nearest Katz Agency Office. 


YANKTON, $.D. + 570 Kilocycles » CBS 
5000 WATTS L.$. * 1000 WATTS HIGHT 
Represented by THE KATZ AGENCY 


Key to a 5-STATE, $900,000,000 MARKET in the MIDWEST 
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Iso-Vis Campaign 
Does Good Turn 
for Retailers 


Chicago, March 30.—A complete 
check-up story, designed to help re- 
tailers get their full share of change- 
over volume, will divide honors 
with Iso-Vis motor oil in the spring 
advertising campaign of Standard 
Oil Company of Indiana. 

The campaign opens next week in 


story in four instalments, initial in- 
sertions being in color where avail- 
able. In addition, the tale of “A 
sweet running car” will be told on 
posters and a curb sign at dealers. 

The spring motif is suggested by 
a picture of boy and girl in a mo- 
tor car, rushing to embrace the new | 
a Ten suggestions ih made | sent in charge of the Central Divi- 
in the copy for car checking which | gion of NBC for more than nine 
will insure a sweet running car for) years before his appointment as ex- 


Niles Trammell, executive vice- 
president of National Broadcasting 
Company, has been elected a mem- 
ber of the board of directors to fill 
the vacancy created by the resigna- 
tion of George K. Throckmorton, 
president of RCA Mfg. Company. 

fr. Trammell served as vice-presi- 


‘Trammell to NBC Board 


Carrier Expands Budget 

| Carrier Corporation, Syracuse, 
has expanded its advertising budget 
for the coming season, it was re- 
|vealed at a regional sales meeting 
j}in New York. Three national mag- 
|azines, 20 business papers, and co- 


joperative newspaper copy are 
planned. Chas. Dallas Reach Com- 
|pany, Newark, N. J., directs the 
account. 


all, and a drawing of a car at which| eeytive vice-president last Novem- | 


six silhouetted attendants are work-| ber. 
ing reinforces the type. 


Southern parts of the 13 states com- 
prising Standard Oil territory, and 
will gradually unfold in others as 
old Sol confirms the suspicion that 
a change of seasons is actually at 
hand. Both daily and weekly news- 
papers will carry the Standard Oil 


Close coordination between news- Nolan Advanced 
paper copy and posters is provided, Harry A. Nolan has 


: : been 
the illustration and type of lettering | pointed sales and advertising man- 


ap- 


Nunn is advertising manager Of|Cjncinnati, succeeding Royal 
Standard Oil of Indiana, with Mc-| Ryan, resigned. Mr. Nolan was for- 


Listen to the Men Who Know 


Jumber 3 of a Series of Advertisements Written by 


lational Geographic Advertisers 


being identical in each. Wesley I.) ager of the Netherland Plaza Hotel, 
W. 


Cann-Erickson handling the account.| merly executive assistant manager. 


O'Neill to Book Markets 

Eugene W. O’Neill, formerly sales 
promotion manager of Cannon Mills, 
New York, has joined Book Mar- 
| kets, Inc., New York, as vice-presi- 
dent in charge of sales promotion. 
Mr. O’Neill will be in charge of the 
publishing firm’s participation in 
the New York World’s Fair. 


| eee els 
HO 
pugust -_ 
* 
Welch 
ond © ising 
ur. RayR > paver’ zine 
yrector Gee8 gpnic Mag ; 
race, . 
: impo a this 
peer “r- =“ a coupons nic out-pul? pdditio® © 
when We OPT sng, 3008 page: sement in 7° Best 
e aavertis ace Per © gavertisee azine- 
sional BAe os rece — pg on any other 4 Spri pine 
Maper BaceZiNO” vries fFOR A, then SF" wiring SPUN Gnich peop 
yi received ey on sate tters ,tresses» > allt gnt ce 
eive , r 6 
grep ete ev rd - product? ¥ th onsl = 3 from 
oF uress A ve ere io ceptable to that 3 gvertisine men 
grove Us gaverti ue age e sg we be r ertising 
nh @ kno 10 
iogerine one ert a yiars + yationel 
her 1 8 
any o ent + the 4+ and 
a nave . ears ur company os who pew wno, 
riod of J tere 4, to ed vy ember , air 
pe is of i na tre sur as of ¥ rapnic 
oe kept at m8 er Geoe’ <, we find 
az e€ no ’ 1 
GeogreP> —~¢ read bY 2 rs and ° poh suc roressione 
> wnat t pot member”  avertis the f st note 
xremselTe®? best of att : pe tables esks f ‘ee GeogrsPht 
ectly* a sc gaz e o 4 on tne ofiuenc c 1ings of ven 
e GeOsTeP Spout Aner nermores MGs spute s 
rfic pan ive a by facti other _ use 
nosy - 3 not +er f - st apo is not 
ae rep ; err +e s88 tse 
& a Ss 
: Hations? bers gaily “rr is apne . oe ae 
aphic women» eamily ve 
s that Geogr ere then a co) eo nd ,tnout th 
or to men i. Brvery vy Sone family S014 at Leas 
* 
enil mato — meavers ° in what 
x produc — g misunder® 
° $ 
ity ours» 
possibil, © rejudic® pespect! oh Come ant 
seem %° CHARLES J , 
(, t at \ 
siden e@ 3 
p. Karts trig ° — 
charles Po 
t 
a® 
attr® 
cok: tb oP 
- Sadie 
int” 
sp* 
Sell the First Million First 


he NATIONAL GEOGRAPHIC MAGAZINE - WASHINGTON, D. C. 
NET PAID CIRCULATION EXCEEDS 1,000,000 


Lebensburger to 
Resign Post with 
Kuppenheimer 


Chicago, March 28.—Myron M. 
Lebensburger, advertising manager 
of B. Kuppenheimer & Co. for the 
past six years, 
has resigned that 
post, it was 
learned here to- 
day. 

s Mr. Lebens- 
™ burger’s resigna- 
Ss tion, however, 
will not become 
= effective until fall 
§ advertising plans 
are completed, 
probably early 
this summer. 
There has been 
no disclosure as 
to his future position, save that it 
will be in advertising and in Chi- 
cago. His successor at Kuppen- ; 
heimer has not yet been appointed. : 

Now 31, Mr. Lebensburger came 
to Kuppenheimer 10 years ago after 
serving as advertising manager of 
a Cleveland retail apparel store. He 
is a graduate of Ohio State Univer- 
sity. His promotion to the present 
Kuppenheimer post at 25 made him 
one of the youngest national adver- 
tising managers in the country. 

Responsible for many innovations 
in men’s apparel advertising, Mr. 
Lebensburger is also well known 
through his many published articles 
on advertising, sales and public re- 
lations problems in this field. He 
has also appeared as guest speaker 
for many advertising clubs and is 
the author of “Selling Men’s Ap- 
parel Through Advertising.” 


Suit for $100,000 
on ‘Movie Quiz’ 
Idea Is Dismissed 


New York, March 29.—Supreme 
Court Justice Salvatore A. Cotillo 
yesterday dismissed the $100,000 
suit filed against Donahue & Coe by 
Edward J. Pfeifer, who claimed 
that he was the originator of the 
idea for the Movie Quiz contest 
handled by the agency. 

As reported in ADVERTISING AGE 
March 13, Mr. Pfeifer charged that 
he had given the idea for the quiz 
to the defendant in 1938. He asked 
for 10 per cent of the alleged prof- 
its. His charges against Donahue & 
Coe appeared unusual in that the 
agency had not been appointed to 
handle the contest until it had al- 
ready been announced to the trade 
and public. 

In dismissing the suit, the court 
ruled that the contract on which it 
was based must be in writing. Per- 
mission to amend the complaint 
was granted, however. 


Beskin Adds Shurick, 
Gets New Accounts 


M. M. Lebensburger 


Edward P. Shurick has joined 
Gerald S. Beskin Advertising 
Agency, Minneapolis, as head of the 
radio division. He was formerly 
Minneapolis manager of KSTP and 
assistant general manager of WDGY. 

New accounts include Twin City 
Brick Dealers’ Association, Arrow 
Head Steel Products Company, Dr. 
Pepper Bottlers of Minnesota, In- 
land Coal and Dock Company, and 
Northland Oil Company. 


Sc MY 


“Savoyard” to Bow 


Robert L. Johnson Magazines, 
Inc., New York, will publish The 
Savoyard, a monthly magazine for 
patrons of the Savoy-Plaza Hotel, 
New York, beginning May 1, from 
its new offices in the Chrysler bldg. 
This brings the total number of pub- 
lications in the “Upper Income 
Group,” published for the patrons 
of various New York hotels, to eight. 
George M. Kohn, Atlanta, Ga., has 
been named Southern representative 
for the group. 


N. Y. Drive for Harper 


Bernheim Distilling Company, 
Louisville, Ky., has begun a cam- 
paign in metropolitan and upstate 
New York for I. W. Harper whisky. 
Austin Nichols & Co. has been 
named New York state distributor. 
Kleppner Company, New York, has 


the account. 
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Unknown Areas of Advertising | 


Because advertising is practiced 
successfully by many businesses, 
and because many individuals have 
developed great technical skill in 
using the available tools, there is a 
rather general feeling that most of 
the basic problems of advertising 
have been solved. This is not a be- 
lief held by the men who know 
most about the subject. 

Those who have had the widest 
experience in the use of advertising 
and who appreciate most exactly 
the limitations of available infor- 
mation, can see large areas in which 
exact knowledge has not yet taken 
the place of experimental and trial- 
and-error methods. They realize 
that advertising is not scientific in 
its approach to merchandising prob- 
lems because of the fact that in all 
too few instances can it be said with 
positive assurance, “This is the best, 
most effective and economical 
method of reaching the objective.” 

It is not strange that not all of 
the knowledge needed for the de- 
velopment of advertising to its point 
of greatest efficiency has yet been 
assembled. Advertising is essenti- 
ally simple, in its broad conception 
as a method of disseminating infor- 
mation, but highly complex in its 
development and application, be- 
cause it involves an understanding 
and use of the principles of eco- 
nomics, and psychology. 
In the field of psychology, for ex- 


sociology 


World's Fairs and Advertising 


The impact of new ideas on the 
human mind may cause revolutions 
in thinking, revolutions in ways of 
living, revolutions in political con- 
cepts. World’s fairs have played an 
enormously important role in ac- 
celerating the circulation of ideas 
and the acceptance of new points of 
view in all phases of living. The 
Philadelphia centennial exposition 
of 1876, for example, was credited 
by many historians with stimulating 
so greatly the interest of all Amer- 
ica in mechanical and electrical 
developments that a tremendous 
expansion of industrial activity fol- 
lowed in the ensuing decades almost 


"It can't be a auto, Bessie—I went to 
nuthin’ | 


ample, should be developed a great | 
many basic ideas for the successful | 


direction of advertising, and yet a 


TIME MARCHES ON! 


Ad-libbing 


see) 


Collier's 
a auto show in 1912 an’ they don't look 
ike that!" 


even the most advanced professional | 
psychologists are forced to admit 
that they are still in the experi-| 
mental stages of what one day will 
be a great science. 

It would be most helpful if the| 
unexplored areas in the general | 


urniture and Trips 

This enterprising furniture dealer 
in Waterbury, Conn., is cashing in 
on the New York World's Fair with 


field of advertising were clearly de- 
| fined, if only to give direction to the 
'many worth while researches which | 


are being undertaken in many x 
branches of the subject. Some | rer 
authoritative organization like the | a © 


' Your Chance to See the Worlds Geewtent, Te 
Advertising Research Foundation, | <q). NEW yori pS 
for example, might well devote 
some time to a clear exposition of | 
those areas where the illumination | 
of exact knowledge could profitably 
take the place of estimates, even 
though estimates based on experi- | 
ence and seasoned judgment are | 
frequently satisfactory guides to| 
correct practice. Setting down the 
things we know, and putting along- 
side them the things we do not 
know, would furnish a_ valuable 
guide to the profitable investment 
of research funds by advertisers, 
agencies and media. a vengeance. 

Advertising is used profitably by| copy points out, he’s offering a 
so many businesses that it would be| three-day all-expense trip to the 
difficult to measure its possibilities|fair with every purchase of $185 
if exact knowledge were available|0® More. The trip will include bus 
‘for intelligent direction of all ad- | transportation for the hundred mile 
| vertising effort. 


MAT ZHIN' Sie 


As this seven-column 


| ride, hotel accommodations, a sight- 
seeing tour of New York, a choice 


| sion to the fair. A purchase of $350 

|or more gets the purchaser two 
trips. 

Perfection Dep't. 

ts | We present without comment this 

York and San Francisco, there will market quotation from an issue of 

be a large percentage who will come ‘the staid Chicago Journal of Com- 

away with a mew outlook on life,! merce: 

with new ambitions and plans, and | 

with new schemes for more satis- 

factory and complete living. 
No advertising man can afford not 

|to know how these new ideas 

|being presented to the large por- 

jtion of the American public which Steel Talks 

|will attend one or both of the fairs.| The swankiest house magazine we 

No advertising man can therefore | have seen in many a day is “Steel 

be indifferent to them, from the Horizons, published by Allegheny- 

standpoint of their possible effect on | Ludlum Steel Corporation, and to 


tive and interested visitors. But 
undoubtedly of the many millions 
who will see what is offered in New 


TODAY's MARKET 
Metal Scrap—Firm. 
Waste Rags—Soft. 
Secondhand Bags—Weak. 
Scrap Rubber—Weak. 
Waste Paper—Strong. 


are 
are | 


of Radio City tours, and an admis- | 


as a matter of course. his work. Consequently first-hand 


Because the means of communi- j contact with the fairs, not from the | 


cation today are so much greater |superficial standpoint of their nov- 
than and because jelties and entertainment, but in the 
widely distributed and easily avail-|larger aspect of their significance 
ible publications, plus the radio|as to design, as to trends in build- 
and the have raised the ing and construction, and as to new 
general level of education and in-|and improved products in their rela- 
formation, the world’s fairs of 1939 |tion to the American home, should 


may not have the great opportunity | be the requirement of all concerned 


ever before, 


movies, 


be issued six times a year, accord- 
ing to Walker & Downing, the 
agency. 

The publication is the same size 
|}as Fortune and follows the Fortune 
'format fairly closely, although not 
| too closely. It is a magnificent busi- 
| ness, printed in gravure, and replete 
‘with full color illustrations. In its 
|24 pages, including cover, are half 
a dozen articles on the use of steel, 
| problems of the industry, etc., plus 


|Rabbits’ Feet 


| So many rabbits’ feet have been 
{coming through the mail recently 
\that the new campaign of Maryland 
Casualty Company seems especially 
| appropriate. The campaign is built 
_around the conventional rabbit foot 
|Key ring, which is featured in pub- 
lication and direct mail advertising 
and as a give-away. The twist, how- 
ever, ties up neatly with Maryland’s 
business. “It didn’t work for the 
rabbit!” says a metal tag attached 
to the key ring. “Protect yourself 
with accident insurance.” One of 
the company’s booklets goes into 
considerable detail with reference 
to the rabbit’s foot legend, and the 
various schools of thought on its 
most efficacious use. 


Jottings 

An interesting promotion was that 
staged by the Reading Eagle in 
connection with the annual spring 
opening treasure hunt of local mer- 
chants. A _ special section, with a 
front cover simulating that of Look, 
gave the keynote of the treasure 
hunt, which consists of finding in- 
congruous articles in the windows 
of cooperating merchants. The 
section carried six full pages of ad- 
vertisements, all using the picture- 
page layout style, and combining 
the advertisements of a score or 
more of retailers. . . 

Hearn Department Stores, New 
York and Newark, are in the ad- 
| vertising news again with interest- 
| ing ads featuring a modernization 
|and marketing improvement policy. 
|One attention-getter shows a typical 
|shopper saying, ‘“‘Here’s what I 
| would do if I were running Hearns!” 

Truckers, gas stations and others 
interested in the industry’s welfare 
| bought a half page in the Char- 
lotte News the other day to advise 
'local residents that “more people 
|}are employed and more wages are 
| paid per dollar of gross income by 
| the trucking industry than by any 
jother large industry in America!”’... 

Schult Trailers, Inc., of Elkhart, 
Ind., has produced a very flossy bro- 
ichure depicting the experiences of 
itwo families on vacation trips. The 
Smiths go off in their snappy new 
car, while the Browns are fortified 
with a trailer. Then, through a 
;}dozen pages of pictures and verse, 
the Smiths run into difficulties, not 
‘the least of which are financial, 
| while the Browns go merrily on 
their trailer way. One verse goes 
with a picture of the Smiths spend- 
|ing a sleepless night in a hotel room 
“near the tracks,” where “noisy 
trains ruined pleasant dreams. The 
jrooms were hot—the beds were 


which existed in 1876 to open the with the development of advertising | the advertisements of a score of | hard.” Which probably won’t please 


doors of a new world to imagina-|tuned to these times 


fabricators of Allegheny Metal 


too many hotel owners... 


Information 


for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1478. Yearbook, 1939. 
Several sections compose this 
new brochure issued by the Los 


Angeles Times. Opening pages are 
devoted to Southern California’s 
industry and commerce, and the 
other sections deal with.the cover- 
age of the market by Los Angeles 
papers, comparative linage figures 
in various classifications, and the 
features and services of the Times 


No. 1479. Official Colors. 


The official colors of the New 
York World’s Fair are reproduced 
in printing inks in this booklet is- 
sued by International Printing Ink. 
These colors, World’s Fair orange 
and World’s Fair blue, are printed 
on seven common paper stocks, and 
the ink matches have been ap- 
proved by Fair officials. Included 
are samples of lithographic and 
gloss inks, as well as inks for reg- 
ular letterpress printing require- 
ments. 


No. 1480. 1939 Market Book. 


The St. Louis Star-Times has 
issued this new study of the St. 
Louis market, containing facts aboul 
the city and its suburbs, popula- 
tion, incomes, retail sales and 
other market data. Circulations and 
linage totals of St. Louis papers are 
tabulated, and an outline given ‘of 
the Star-Times’ editorial features 
and its research and merchandising 
service. 


No. 1481. The Georgia Major Mar- 
ket Trio. 


The Katz Agency has issued this 
folder describing the new trio con- 
sisting of WGST, Atlanta; WTOC, 
Savannah; and WMAZ, Macon. A 
map of the listening areas is in- 
cluded, and costs are tabulated. 


No. 1482. 1939 Motor World Census. 


Business Publishers Internationa] 
Corporation has issued this analysis 
of world automobile and truck reg- 
istrations by countries, with export 
data including parts, accessories 
and equipment. 


No. 1475. 
tory. 
Two sections, with grocery and 
drug products in one, and automo- 
tive products and electric appliances 
in the other, comprise this study 
sponsored and released by the 
Memphis Commercial Appeal, the 
Press-Scimitar and Scripps-Howard 
Newspapers. The study, which sup- 
plements the 16-city Home Inven- 
tory issued last year by Scripps- 
Howard, shows brand preferences 
and other buying factors for prod- 
ucts in the various fields. 


Memphis Home Inven- 


No. 1476. 1939 Grocery Route List 


for Minneapolis. 


The Minneapolis Star has issued 
this pocket-size book containing 4 
list of names, addresses, buyers, 
buying hours and number of units 
of grocery chains, wholesalers, in- 
dependents, cooperatives, volunta- 
ries and wagon jobbers operating in 
Minneapolis. The listing of retail 
stores is made up in 106 routes in 
loose leaf form for convenience in 
making calls. 


No. 1469. This Matter of Catalogs 
in Industrial Marketing. 

This 16-page booklet, issued by 
Sweet’s Catalog Service, sum- 
marizes specific information on the 
subject of industrial catalogs, re 
ceived from 3,310 important eng! 
neers and industrial buyers. The 
data includes the place of the cata- 
log in buying procedure, kinds of 
catalogs industrial buyers find most 
useful, and practice regarding main- 


tenance and use of catalogs. 
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ECONOMY TIP 
| 


Orchids on Your 
Budget with TINTEX | 


} 
| 


Worlds 


S. 
Ti ntex im. 


PARK G& TILFORD Product 


Park & Tilford emphasizes Tintex's econ- 
omy in a new campaign which also fea- 
tures a contest with prizes of trips to 
the New York fair. 


Tintex Joins 
Fair Parade with 
Free Trip Offers 


New York, March 28.—A prize 
contest, with free trips to New York’s 
World’s Fair as the leading awards, 
and corresponding prizes for deal- 
ers, will highlight Park & Tilford’s 
spring advertising campaign for 
Tintex dyes. Charles M. Storm 
Company is the agency in charge. 

Opening insertions in the drive 
will break in newspapers in key cities 
throughout the country the first 
week in April and will continue 
though June. Copy will also appear 
in The American Weekly and spot 
radio announcements will be used in 
leading markets. 

In addition to the World’s Fair 
trips, cash awards will total $3,150. 
The dealer who sells the product to 
the contest winner also gets a free 
trip to the fair. Dealers will re- 
ceive 20 per cent of the other win- 
ners’ cash prizes. Five hundred 
dollars will be awarded to dealers 
with the best window displays. 


Loveday Joins Hevenor 
Edward T. Loveday has joined 
' Hevenor Advertising Agency, Al- 
bany, N. Y., as account executive. 
He was formerly secretary of the 
Association of Manufacturers Rep- 


|'bid for preferred position for 
own products and at the same time! less why he likes the new 
showing the retailer how to make} 
|more money by departmentaliza- | 


/announced a contest for 


| Pepsodent Offers 


Retail Druggists 
Ideas and Cash 


Chicago, March 30.—Making a 


tion, the Pepsodent Company has 


which will revolve around a new 


|dental department merchandiser to 


be given with every $5 order. 
The wholesaler’s salesman is also} 
| brought into the picture with an 
|offer of merchandise premiums. 
The new merchandiser gives Pep- | 
sodent toothpaste, powder and an- 


| tiseptic conspicuous display, 


druggists | prizes 


while 
it allows equally prominent position 
for related high profit lines, such as 
tooth brushes, denture cleansers and 
adhesives, dental floss, etc. An en- 
try blank for the contest is included 
with every merchandiser. The drug- 


its| gist is asked to tell in 25 words or 


device, 
will receive $5,100. 
First prize is $1,000, and second 
prize, $500. In addition, 48 state 
of $50 and $25 will be}! 


and winners 


| awarded. 


Jobbers’ salesmen will be given | * 
merits for every $5 order secured, a| 
|certain number of merits entitling) 
| them to premiums from a long list 
| featured in a new catalog. Pepso- 
dent used a somewhat similar con- 
test a year ago, with trade interest 


| cago, 


justifying a repeat performance. 
The current contest closes May 15. 


Four to Wexman 


Wexman & Co., Chicago, has been | 
appointed to handle the following | 


accounts: Jackson Construction 
Company, Chicago, for a radio and 
newspaper campaign; Autonator | 
Laboratories, Chicago, mail order 
magazines; Nancy Lee Company, 
Monroe, Mich., magazines; and 
| Woodcraft Supply Company, Chi- 


science campaign. 


“Overseas Trader” Moves 


Ortrad Corporation, New York, | 
publisher of Overseas Trader, and | 


Harry Tipper’s World Trade Serv- | 


ice, has moved to 215 Fourth ave- 
nue. The telephone number is 
Algonquin 4-5956. 


“Country Some’ Offers 
‘New Four-Color Units 


Horizontal half-pages in four col- 
|ors will be accepted by Country 
|Home, effective immediately, ac- 
cording to an announcement by the 
Crowell Publishing Company. The 
|following rates, covering horizontal 
‘and vertical half-page space, have 
;} been put into effect: 
| Four colors, $2,800; one color and 


|black, $2,450; black and white, 
$2,300. 

‘Butler, Jr., Joins Y&R 

| Ralph Starr Butler, Jr., has been 


added to the radio department of 
Young & Rubicam, New York, to 
assist on station relations and time 
buying details. He is the son of 
General Foods Corporation’s vice- 
president. 


resentatives of Eastern New York. 


Draucker with Peck 

William G. Draucker, formerly 
business manager of the Poor 
Richard Club’s Almanack, has 


phia photo-lithographer, as produc- 
tion manager. 


Gets Packing Account 
Girard Packing Company, 
lelphia, producer of Girard meat | 
products, has named Adrian Bauer 
\dvertising Agency, Philadelphia, 


KAUFMANN @& FABRY CO | 


$25 5 


WABASH AVE CHICAGC 


7 
ELEPHONE HARRISON 


oined W. T. Peck & Co., Philadel- | 


Phila- | 


handle its account. 


WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 


jBridgeport 
WIcc \New Haven 
WNLC 


New London 


WCSH Portland 
WLBZ Bangor 
WFEA Manchester 


WSAR 
WNBH 
WHAI 
WBRK 


WLLH 


WLNH 
WRDO 


|  WCOU 


Fall River 
New Bedford 
Greenfield 
Pittsfield 


jLowell 
| Lawrence 


Laconia 
Augusta 
j Lewiston 


| Auburn 


you wish to hit. 


of competition. 


THE YANKEE NETWORK, INC. :: 


» BOSTON, 
EDWARD PETRY & CO., INC., Exclusive Le aaa Sales Representatives | 


cca ae 


This can be accomplished with 
greatest precision through The 
Yankee Network—for, when you 
have seventeen markets receiving 
the full force of your sales effort, 
repeated consistently, you are 
bound to focus attention on your 
product and pull it out of the ruck 


go up. 


paign 


urban 


New England’s Attention 
On Your Sales Messages 


OCUSING attention on your 
product is first of all a problem 
of focusing directly on the market 


The New England market can- 
not resist this kind of aggressive 
attack. The sales curve is bound to 


For your New England cam- 


The Yankee Network is 


essential. It is the only medium for 
complete coverage of this rich 
market—the only means of reach- 
ing directly into the city and sub- 


homes of seventeen im- 


portant markets stretching from 


Bridgeport to Bangor. 


BROOKLINE AVENUE. 


MASSACHUSETTS. 
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ADVERTISING AGE 


a 3, 1939 


United Front 
Initial Move in 
Radio Open House 


Local Councils to Pro- 
mote Studio Tour on 
April 17 


Washington, D. C., March 30.— 
Generation of power for National 
Radio Open House during the week 
of April 17 will be achieved in large 
part by the formation of local or 
sectional radio councils, made up of 
both broadcasters and radio dealers 
and distributors, according to a plan 
book issued today by the National 
Association of Broadcasters. Follow- 
ing the forthcoming promotion it is 
expected that these local units will 
become permanent features of the 
cooperation between set manufac- 
turers and broadcasters to give 
radio, in the words of the NAB, “the 
united front it needs for promotion 
and protection of the best interests 
of American radio.” 

As the name of the week suggests, 
it is intended to attract a constant 
stream of local residents to every 
radio station in the land to get in- 
timate glimpses of radio stars in 
action, and of the complicated ma- 
chinery and organization required 
to provide the flow of programs 
which the average listener takes for 
granted. As the NAB phrases it: 


Seeing Is Believing 


“How many of your listeners have 
seen your studios? How many have 
seen the big investment you have in 
plant equipment; in trained person- 
nel; in studios, music, program ma- 
terials? 

“How many have walked through 
your studios and seen programs re- 
hearsed and broadcast; how many 
have watched a control room oper- 
ator ride a needle that they might 
hear the program perfectly in their 
homes? 

“Invite your listeners to come and 
see something of this technical 
world of radio which still excites 
their interest. Invite them to visit 
the transmitter, too. Let them come 
and meet the people known to them 
only by a friendly voice. Let them 
know of the painstaking care neces- 
sary to put fine programs on the 


air, fashioned to their tastes and 
moods. 

“Let them see how close and re- 
sponsive you are to their wants 
the amount of mail you receive 
every week will overwhelm them. 
Show it. Let them see what hap- 
pens when music or voice leaves 
your transmitter and enters their 
homes. Arrange through a local 


dealer to have demonstrations de- 
picting the differenee between ex- 
cellent and mediocre reception. 
Emphasize Sponsor Angle 


side 
it makes 


vital social 
radio; how 


“Dramatize the 
of commercial 


In Syracuse... 
WSYR gives you 


s—by 


a bon us 
delivering a plus 
farm audience. 


570 ke. 


possible a free radio; how privately | 
owned, competitive radio under the 
American plan forces broadcasters 
and advertisers to compete for the 
listener’s attention at every moment | 
of the day and night.” 

To create enthusiasm for National 
Radio Open House, special window 
displays will be installed in the 55,- 
000 radio dealer windows available, 
selling the significant aspect of the | 
character of American radio; other | 


dealer windows will be devoted to! 
stations; | 


promotion of individual 
special motion and visual voice and | 
hearing technical radio displays will | 


be installed in schools, public! 
buildings and studios; NAB-RMA 
pamphlets will be placed in the! 


back of the eight or ten million new 


radio sets to be sold in 1939; net- 
works and transcription companies 
will cooperate in providing pro- 
grams to promote all American | 
radio; effective display material will 
| be provided for studio use, and spe- | 
cial publicity will build up the cen- | 
tral theme. | 
| 
Manufacturers to Help 
An effort will be made to classify 
visitors to studios during National 
Radio Open House so that guides | 
may emphasize aspects of radio in| 
which each audience has the great- 
est interest. Manufacturers of radios 
are expected to provide some publi- | 
cation advertising to the cause. 
The common interest of the Na- 
tional Association of Broadcasters 


| 


|The Farmer’s Wife, 


and the Radio Manufacturers Asso- | 


|ciation is indicated in these objec- | 


tives: 

1. To sell the American system 
of broadcasting and the part each 
broadcaster plays therein. 

2. To sell the diversity and excel- 
lence of the daily American radio 
program service. 

3. To increase the amount of list- 


| ening. 


4. To increase the quality of home 
reception. 


Joins “Farm Journal” 


Wheeler McMillen, formerly edi- 
torial director of The Country 
Home, has been appointed editor- 


|in-chief of The Farm Journal and 


; rect 


Philadelphia. 


ve 


Clee to ewts & Tokar 


Lewis & Tokar, Newark, N. J., 
has been named by I. Lewis Cigar 
Mfg. Company, Newark, N. J., to di- 
advertising for Seidenberg, 
Melba and John Ruskin cigars 
Newspapers and business papers in 
Eastern, Southern and Midwestern 
territories are being used. 


Joins Export Papers 
Elliot Barrows has joined the 
Eastern advertising staff of two ex- 


port publications, La Hacienda and 
A Fazenda, New York. 


Resigns “Times” Account 


Fenger-Hall Company has re- 
signed as national representative of 
the Times, Amarillo, Tex. 


HOW DOES TRANSMISSION i 
_ AFFECT YOUR PROGRAM — 


Rontiity inenitian ot talaecape oboe 44 
Galileo was first to adapt it to as 


i 


use. With $0-peiver \ndteument va 
owed Milky Way to be collection 


stors, ond discovered the moons of 


can show you how to get the facts 
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Retail Function 
Paramount Task of 
Store Display 


New York, March 28.—Only those 
displays which perform a useful re- 
tail function, as differentiated from 
those which merely advertise the 
manufacturer, are wanted in de- 
partment stores. This is a point 
which receives major emphasis in 
a bulletin issued today by the Grey 
Advertising Agency on “How to Get 
Interior Displays into Department 
Stores.” 

Citing the value of effective dis- 
plays to both manufacturer and re- 
tailer, the bulletin stresses the fact 


that many manufacturers’ displays, 
even though they be costly and 
beautiful, are valueless to the store 
and are not used. This, it is as- 
serted, is due largely to a lack of 
prospective by manufacturers on 
the store’s display problems. 


Shows Bad Displays 


A program of cooperation with 
the store’s sales promotion man- 
ager, merchandising executives and 
buyers is outlined in the bulletin, 
together with illustrations of ten 
types of “good and bad” displays. 
Also listed is an 11-point check list 
to be followed by the manufacturer 
in creation of store displays and 60 
display ideas from display managers 
of New York stores. 


ae: 


ti 
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Gas 


Cleveland, produced the poster. 


»--- AND SO CAN YOU 


When you get right down to it, the big un- 
known that faces any advertiser, in radio as 
in every other medium, is 


How Many Families 
Does My Sales Message Reach? 


The major networks offer approximately equal 
access to listeners in some 60 cities served 
locally by their affiliated stations. The regular 
“program ratings’ give a good indication of 
your audience in these cities — but these 60 
Cities contain less than half the radio families 
in the United States! 

The other half of the radio audience is out- 
side of these cities, where a factor heretofore 
ignored —the transmission factor — comes into 
play. This transmission factor either helps 
your program or hurts it—depending on the 
network used. It may double your audience 
outside the cities or cut it in two. It is not 
so much a question of whether the area is 
“rural’’ or “urban,” as whether it receives 
“remote” or ‘local’ network service. 

NBC has studied this factor. Now for the 


first time, you can analyze your program audi- 
ence on a truly nationwide basis — you can 
see WHY and HOW the NBC Red Net- 
work offers you the most intensive national 
circulation there is... We shall be glad to 
present these facts to you, applied to your 
own particular problems and interests. Call 
any NBC Network Representative. 


DO YOU KNOW — 


That 50°: of all U.S. radio families rely on 


“remote service’ from major network stations? 


That the station and network preferences of 
these 13-odd million families are not reflected 


in regular program ratings? 


That NBC's new survey is the first to show how 
the competing networks serve this other holf 


of the radio audience? 


That the Red Network reaches more of these 


families than any other network? Ask us why! 


NBC RED network 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


SERVEL 
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DRAMATIC SIMILE CARRIES SALES PUNCH 


# 


Servel's new 24-sheet poster, on view throughout the country, tells its succinct, 
oft-repeated sales story in a simple manner. Continental Lithograph Corporation, 


ED FARTHER 
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Predicts Biggest 4 
Year for Offers 


Featuring Premiums 


Volume for 1939 Esti- 
mated at $450,000,000; 
Exhibit in Chicago 


New York, March 28.—Premium 
advertising will enjoy its best year 
in 1939 with more and more indus- 
tries resorting to this form of sales 
stimulant and with increased em- 
phasis on the use of luxury items, 
Howard W. Dunk, secretary of the 
Premium Advertising Association, 
predicted this week. Volume of pre- 
mium merchandise is expected to 
reach $450,000,000, an increase of 
$25,000,000 over last year and dou- 
ble 1933 volume. 

Mr. Dunk attributes the increase 
in premium advertising principally 
to its adoption by users of radio. 
The food and drug fields still lead 
in the number of premiums used. 
Utilities, clothing firms and even 
undertakers have joined the parade. 


Tested Offers Repeated 


Although a greater variety of 
premiums is in evidence this year, ' 
Mr. Dunk said, advertisers are care- y 
ful to stick to merchandise which s 
is familiar and popular with the 
buyer. Silk stockings, compacts 
and lipsticks are getting a bigger 
play than ever, according to reports 
from members of the association. 

Mr. Dunk voiced the opinion that 
the use of such items for premiums 
affected cash sales to no greater de- 
gree than an initial purchase of the 
product would hurt replacement 
sales. In fact, he pointed out, many 
new products which would have 
had tough sledding entering a com- 
petitive market, have gotten off to 
a good start via the premium route. 

Anti-premium sentiment is dimin- 
ishing, Mr. Dunk reported. In sev- 
eral states anti-premium laws have 
been repealed, while in other areas 
such legislation has been defeated 
when proposed. 

A comprehensive review of the 
field’s offerings to advertisers will 
be presented at the National Pre- 
mium Exhibit, to be held at the 
Palmer House, Chicago, May 1-5, 
when 140 exhibitors will display 
premiums and prizes ranging from 
cuff links to outboard motors. 


Gets Lacy Products 


Edward L. Sedgwick Company, 
Chicago, has been named to handle 
the account of Lacy Products Cor- 
poration, Chicago, maker of hot 
cups, fudge and soup warmers. 
Douglas M. Smith is account execu- 
tive. 


* se af 
Harris to “Space & Time 
William J. Harris, formerly circu- 
lation promotion manager of Scrib- 
ner’s Magazine, New York, has 
joined Space & Time, New York, as 
business manager. 


ORDER 
—NOW—, 

THE NEW 1939 a 
STANDARD Be 


ADVERTISING 
REGISTER 


It has been completely revised 
since January, it lists 12,000 
national and sectional adver- 
tisers, giving 
all essential 
data for solicit- 
ing and sales 
promotion. 


NATIONAL REGISTER 


PUBLISHING CO., Inc. 
930 W.42ndSt. 333 N. Michigan Ave 


New York Chicago 
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ADVERTISING AGE 


| submit essays.” 

Out on the Pacific Coast, another 
/new departure in local contest tie- 
|ups is being conducted on the cam- 
|pus of Saint Mary’s College, where 
| students in the journalism, advertis- 
‘ing and economics classes are com- 
| peting for a local prize, which is 
being presented under the sponsor- 
iship of Robert J. McAndrews, co- 
chairman of the Ad Guild of the 
| Alumni Association. 
| The competition, which is spon- 
sored nationally by ADVERTISING 
AGE, is open to undergraduate high 

Chicago, March 30.—With the|school and college students in the 
fourth annual ApvERTISING AGE stu-| United States and Canada. Prizes 
dent essay contest going into its totaling $1,000 in cash, plus two all- 
final month, an unusual indication|expense trips to the Advertising 
of the manner in which this com- 
petition can be effectively sponsored | ———— 
by a local advertising club is pro- | 
vided by the experience of the Ad- 
vertising Club of Racine, Wis., as 
related by Robert L. Guill, who is 
chairman of the committee handling | 
the local contest. | 

“As you know,” Mr. Guill informs 
ADVERTISING AGE, “The Advertising 
Club of Racine has been following 
through on the high school division 
of your contest, ‘How Advertising 
Benefits the Consumer.’ I have been 
appointed chairman of the commit- 
tee in charge of the contest in Ra- 
cine, and have been over the prop- 
osition with Mr. Dale Karstaedt, 
advertising manager of the Racine 
Journal-Times with whom you have 
been corresponding. 

“We have made what we feel has 
been unusual progress with this 
contest. First, in addition to having 
the full cooperation of Racine high 
schools in throwing the contest open 
to all high school students, several 
of the journalism and other classes 
in the various schools here are hav- 
ing the subject assigned by their in- 
structors as a project in their reg- 
ular course of study and work. This ~ 
type of cooperation is more than 
gratifying, and we believe repre- 
sents an approach to the contest by 
the schools here which may not 
have been attempted in many other 
places. 


Racine Students 
Vie for 3 Prizes 
in Essay Contest 


Newspaper, Theater, 
Bank Give Impetus to 
Local Effort 


...-DUuSY 


Three Sets of Prizes 


“Secondly, a large motion picture 
theater is cooperating by offering a 
first and second cash prize to stu- 
dents presenting the best display 
ads on a forthcoming picture. The 
‘How Advertising Benefits 
the Consumer,’ must accompany the 
ad layout and copy. Advance press 


essay, 


sheets, and other advertising ma- 
terial is being furnished by the 
theater to familiarize the students | 


with the preparation of advertising. | 


|entered in the national contest who} 


be provided by ADVERTISING 


7 7 “ | 
nae Peak Sales Bring 
gcrmgiane dotaite ot Se cone. |expanced Drive 


rules 
which govern entries, have saon' 
published in a small leaflet which is | 
available to readers on request. 


for Seaside Oil 


° 


McCord Expands 
McCord Company, Minneapolis 
agency, has moved to larger quar- 


ters at 1100 Hodgson bldg. The 
telephone number is_ Bridgeport 
1225. 


“Tribune” Names David 


David & Kent Company, New 
York, has been appointed national 
representative of the Tribune, Mans- 


| Federation convention in New York, | field, O. 


as a beaver all day long 


They will also be given a free pre- | 


vue showing of the picture to fami- | 
liarize themselves with the ‘product’ | 


they will be advertising. 4 
“In addition, a local bank is| onal 5% 
offering first, second and _ third | fg 
, . ar 
prizes of cash to the students whose | att pa 


essays are considered the best lo- | 
cally. The awards will be presented | 
from the stage of the theater, and | 
the winning essay will be broadcast | “ 
by its writer over a local ratio sta- | 
tion at the time of the presentation. | 


College Competition 


“The local prizes will therefore 
give the students a triple chance to 
collect for their efforts and are add- 
ing a great deal of stimulus to the 
contest here. Regardless of who i: 
chosen locally, all students will be 


Radiant 
Heavy 


Newest member of the Ludlow 


Radiant family— Radiant Heavy 
demands attention. Here is a 
strong, simply designed face 
that will serve equally well for 
aggressive style-copy or for 


heavy-duty selling demands. 


LUDLOW 


Typograph Co. 


2032 Clybourn Ave., Chicage 


aan ra a 
7 —_ = n ” 
en 


| side 
|launch the largest campaign in its 


Los Angeles, March 29.—The Sea- 
Oil Company will shortly 


history, following the record sales 
total rolled up in 1938, G. B. Tucker, 
advertising manager, said today. 


Result of Sales Volume 


The sales volume scored by the 
company last year has enabled it to 
substantially increase its advertis- 
ing appropriation, enlarge its plant 
and distribution facilities and estab- 


training of field representatives, Mr. 
Tucker commented. 


Renders All Service 


Seaside’s campaign will empha- 
size that gasoline is but one of five 
factors vitally important to “motor 
mileage,” and that the Seaside 
dealer is equipped to render serv- 
ice on all points. Every Seaside 
dealer, copy will assert, not only 
sells gasoline, but checks the motor 
oil, lubrication, tire pressure and 
battery on the cars that visit his 
station. 

Newspapers in Arizona and Cali- 
fornia will draw the major portion 
of the expanded budget, with the 
remainder being used for outdoor 
advertising. McCarty Company is 


lish a merchandising department for | the agency in charge. 


HARDEST- WORKIN 


_ ADVERTISING PAGES 
INTHE WOMEN’S FIELD 
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Westheimer Drops 
Copy Suit Against 
General Mills 


St. Louis, March 28.—The $100,- 
000 suit filed here in November by 
Westheimer & Co. against General 
Mills in which the agency charged 
that copy plans originated by them 
were used without payment was 
withdrawn yesterday by mutual 
agreement. 

Comment on the case was limited 
to that issued by counsel for both 
sides who said that the suit had ter- 
ninated in an agreement by both 
parties that there was no further 
need for continuing. Each side paid 


its respective court costs. It was 
denied that a financial settlement 
had been made. 

Charges originally made by West- 
heimer were believed to refer to the 
use of comic strip copy on Wheaties. 


Two Appoint Judd 

General Van & Storage Company 
and Dolan Real Estate Company, 
both of St. Louis, have appointed 
Sam P. Judd, Advertising, St. Louis, 
to direct their accounts. Newspa- 
pers and posters will be used. 


Cisler Joins WGRC 


S. A. Cisler has resigned as gen- 
eral manager of Station KTHS, Hot 
Springs, Ark., effective May 1, to 
become manager of WGRC, New 
Albany, Ind., and Louisville, Ky. 


Advertisers Will 
Lend Support to 
National Hotel Week 


New Yorker Submits 
Winning Slogan for Pos- 
ter Use 
New York, March 29.—Although 
plans are still in the formative state 


for the national hotel advertising 
campaign broached at a_ recent 


meeting of the Midwest Hotel Asso- 


\ 


ciation in Chicago (ADVERTISING 
AcE, March 13), considerable pro- 
gress was reported today by the 
American Hotel Association in its 
promotion of National Hotel Week, 
June 11-17. 

Twelve advertisers in a variety of 
fields have promised to support the 
week through reference to it in 
their regularly scheduled copy. A 
contest sponsored by the Hotel Red 
Book has produced this winning 
slogan: “Hotels: An Asset to the 
Community; A Service to the Na- 
tion.” George H. Wartman, vice- 
president of the American Hote] 
Corporation, won the contest and 
his slogan will be featured by asso- 
ciation members in promotion for 
the week. 


All members will also display an 


\ 


DIGGING for facts about 
needs, preferences and prob- 
lems of its readership is the 
VV" first step in Companion Sell- 


. . ° 
ing. From a carefully -chosen 


cross-section of the Companion’s circulation, com- 


prising 1,500 typical readers, Companion editors 


receive and brilliantly interpret monthly reports on 


every aspect of managing a home and family. 


written to known needs and wants. 


PUSHING new ideas on 
home-making in the Com- 
panion’s editorial columns 
is vastly more effective 


because every article is 


And reader 


interest so awakened is carried right over into the 


advertising pages. Editorial selling and brand selling 


run side by side—both directed 


tive. sure to bring results! 


at a definite objec- 


PULLING buyers to Com- 
panion-advertised products 


sold through department 


stores and food chains: broad - 


casting weekly buyer's guide programs over 34 radio 


stations, contacting store executives and arranging 


for promotions at point-of-sale—such duties keep 23 


Companion Shoppers (Jean Abbey and Carolyn 


Pryce) busy cashing in on Companion-created buy- 


ing desire — and steering it right up to the counter. 


SELLING 


CREATING DEMAND by editing to women's 
needs as expressed by 1,500 representative 


Reader-Housewives. 


CLINCHING SALES with a consistent pro- 


gram of Nation-Wide Merchandising. 


HOSTELRIES' THEME 


HOTEL AN ASSET TO THE 


A SERVICE 10 THENAL 


© SUNE TT. 1939 


This poster has been designed as the 

keynote of National Hotel Week.  In- 

dividual hotels will tie in with copy in 
practically all media. 


official poster. Created by Leslie 
Ragan, this will .be in four colors 
and will portray a friendly bellboy 
rolling out a red rug bearing the 
word “Welcome.” The slogan will 
appear at the top of the poster, with 
the date of the week and the name 
of its sponsor in the lower portion. 
In addition to displaying this poster 
in hotels, members are expected to 
distribute it for use in clubrooms, 
other community buildings and 
service stations along the highway. 
A modified design of the poster 
will be used in smaller display ma- 
terial to be placed in hotel restau- 
rants, guest rooms and other spots. 
A “Ways and Means” manual is 
being distributed to the hotel men 
to aid them in local tie-up promo- 
tions. Several association members 
have reported plans for local and 
regional advertising campaigns 
which will feature the week. 
Advertisers in other fields who 
have promised to devote some of 
their copy to the week are as fol- 
lows: Abbott’s Dairies, Inc., Bein- 
ecke-Ottmann Company,  Benco 
Trading Company, Chemical Engi- 


neering Sales Company, Deerfoot 
Farms Company, George Ehlen- 
berger & Co., Florists’ Telegraph 


Delivery Association, Illinois Cen- 
tral System, McGraw Electric Com- 


pany, Southern Pacific Company, 
St. Louis Southwestern Railway 
Lines, and White Rock Mineral 


Springs Company. 

Allied members of the hotel asso- 
ciation who will also cooperate in- 
clude Frosted Foods Sales Corpora- 
tion, Kenwood Mills, Pfaelzer 
Brothers and Utica and Mohawk 
Cotton Mills. Both of these groups 
are expected to include several ad- 
ditional companies within the next 
few weeks. Leonard K. Thompson 
is chairman of the National Hote) 
Week committee. 


Issues Consumer Booklets 
National Grocers Institute, Chi- 
cago, will publish a series of con- 
sumer booklets April 15 which will 
contain names of registered grocers 
and stores listed geographically. 


SAYS THE CRD STO CHIOWES 


HOME OWNERSHIP IN THE \ 
NEBRASKA and SOUTHWESTERN 
1OWA MARKET EXCEEDS 
THE NATIONAL AVERAGE 
BY 13 PER CENT/ 


_~— = 
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LARGER CIRCULATION THAN ANY 
OTHER WOMAN’S MAGAZINE—3,077,498 
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World-Herald 


Netionel Representatives: O'Mera & Ormsbee. Inc. 
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Voice of the Advertiser 


Headaches, Hangovers 
Confuse an Observer 


To the Editor: I recall that you 
ran a story in your Jan. 16 issue on 
the new Bromo-Seltzer advertise- 
ment in New York’s Great White 
Way. 

A few weeks ago, I had occasion 
to take a few snaps around this 
area with a miniature camera; and 
when the prints were inspected we 
were greatly puzzled when we came 
to the picture which included the 
Bromo-Seltzer advertisement. Above 
it, as you will note, is a Calvert ad- 
vertisement which reads, “Clever 
heads calls for Calvert,” while to 
the right of the Bromo-Seltzer spec- 
tacular is a Hygrade Food Products 
sign. 

We can well understand that the 
Bromo-Seltzer company has no ob- 
jections to having its sign located 
where it is, but what do the Calvert 
whisky people have to say about 
their very unusual advertisement 
being located just above the head- 
ache copy? 

E. P. OXNARD, 
Cambridge, Mass. 


7, = + 


A Washington “First” 
To the Editor: This page is the 
first four-color page ever published 


More Hor 


- (Dumbarton) 


| WE OF ¢ ® est TINCTIVE 
| NiAL HOm HA #EEN 

BEAUTIFULLY DECORATED AND FURNISHED 
sy THE COOD WH 
ARCHITECT RE 8 


PEEP Ine C10 OF 
LOINC AND TURNISHING 


WAVERLY TAYLOF 


in the history of Washington real 
estate advertising. 

The campaign, as you will note, is 
on the Good Housekeeping House 
in Washington and is the first of 
three four-color pages giving inte- 
riors, etc., running three consecu- 
tives Saturdays. 

Ray W. MArrTIN, 

Real Estate Advertising Man- 

ager, Daily News, Washington, 

me Gx 
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Accuracy Held Vital 


in Eye Research Work 


To the Editor: 
est your recent 


I read with inter- 
article concerning 
the Scanacord, the eye movement 
camera developed by Messrs. 
Thompson and Luce of Arthur Kud- 
ner, Inc. Look magazine, which 
pioneered in the study of eye move- 
ments with its widely known 
Brandt eye movement camera al- 
most two years ago, is happy to 
see an organization of the size and 
stature of the Kudner agency turn- 
ing to this vast field of research 

Look magazine, which has been 
using its own eye camera in check- 
ing the action of readers’ eyes to its 
own editorial features and has al- 
ready tested some two thousand 
subjects, believes that eye move- 
ment research will afford editors 
and advertisers a vast fund of infor- 
mation which long 
closed to them 

But I must take issue with your 
author when he (or she) suggests 
that the Scanacord is a more ade- 
quate device for getting informa- 
tion through readers’ eye move- 
ments than Look’s eye camera. It 
would be impossible to make any 
such comparison unless both de- 
vices, their methods of operation, 
and the results each achieved 
had been studied by 


too has been 


has 
closely 


This department is a reader's forum. 


your 


Letters are welcome 


BRIGHT LIGHTS BEWILDER VISITOR 


A correspondent wants to know whether 


Calvert's brilliant Broadway spectacular 


suffers in any degree because of the proximity of the Bromo-Seltzer headache 
suggestion. 


writer (and I feel sure this has not 
been done). 

Look’s research with its eye cam- 
era has been built around complete 
accuracy. By this I mean the cam- 
era was developed for the purpose 
of establishing exactly where the 
reader’s eyes have traveled across a 
printed page. As a result, follow- 
ing a test we can be confident that 
we have an exact record of what 
the reader’s eyes have done, where 
they have stopped on a page (or 
pages), and for how long in any 
given area. The method used to 
achieve this result involves pains- 
taking care and the mastery of a 
difficult technique. From its own 
experiments, Look is convinced that 
though there may be cameras de- 
veloped which may be speedier, it 
will be hard to duplicate the exact 
accuracy which characterizes Look’s 
eye camera. 

As your readers may or may not 
know, in order to establish the loca- 
tion at which a_ reader’s eyes 
focused on a printed page, it is 
necessary to get a record of move- 
ments in both the horizontal and 
the vertical planes. While it is pos- 
sible that other cameras may be 
built which will do this, Look’s eye 
camera here again is unique in that 
it records both vertical and hori- 
zontal movements’ simultaneously 
on the same film. Patent applica- 
tions are on file protecting the 
method by which this is accom- 
plished, and obviously any camera 
duplicating it would constitute an 
infringement. 

As mentioned before, Look is 
happy to see the advertising profes- 
sion accepting eye movement re- 
search as an additional means for 
taking hunch and guess out of the 
preparation of advertising copy. 
Look believes that important ad- 
vances will be made in both the 
editing and advertising professions 
through this research. Having pio- 
neered in the field, Look is glad to 
see its example being followed. It 
still believes, however, that accu- 
racy is the most important part of 
any research and on this point, it 
also believes that its eve camera has 
no superior 

VERNON C. MYERS, 
Look, Des Moines, Ia 
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Mighty Oaks... 
To the Editor: You may be in- 
terested in this advertisement, 


which we published in newspapers 
this week for K. Katz & Sons 

It is, I think, unusual for a promi- 
nent large city store to have the 
record of having spent its first year 
in a village. We believe 
record provides 
portunity. 


an advertising op- 
Since K. Katz & Sons 


that this 


other than clearance events at the 
end of the season, this bit of store 
history is welcome material to their 
advertising agency. 

The medallion shown at the bot- 
tom of the enclosed advertisement 
is being used in merchandise adver- 
tising throughout this year, appears 


on the store windows and as a deco- 
rative element in various places in 
the store. 

Other institutional advertising 
will be published during the year 
to mark the 60th anniversary of K. 
Katz & Sons. 

Davin LAMPE, 

David Lampe Advertising Com- 

pany, Baltimore. 
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The Mint Helps 
Hotel’s Promotion 


To the Editor: A recent news- 
paper story emanating for Washing- 
ton contained a warning by the 
Treasury Department that tricky 
scalpers are trying to get a dollar 
for each of the new Jefferson 
nickels. Uncle Sam advised against 
paying more than five cents for the 
coins. 

This afforded our client, the New 
Jefferson Hotel, an opportunity for 
a promotion piece that has brought 
a warm response. Beneath a repro- 


duction of the Washington news 
story, the copy read: 
| We Hope We're Not 
To Blame 
But if we are, we'll be humble, 


we'll even apologize 

It’s just possible that after sam- 
|} pling the superlative service of the 
|New Jefferson Hotel, folks became 
confused ... thought that even New 
Jefferson Nickels had zoomed in 
value 
Don’t be taken in. 
stand amazed at the modern com- 
|fort of our rooms—become highly 
enthusiastic about the entire estab- 


Whether you 


will not hold an anniversary sale| lishment as a place of permanent 


because they do not have 


sales 


residence, or rave over a gay 


eve- 


ning in the Club Continental... 
hang on tight, keep your head. Re- 
member that extra value is charac- 
teristic of New Jefferson Hotel. 
Don’t pay more than five cents 
even for a New Jefferson Nickel! 
C. G. HERTSLET, 
Vice-President, Anfenger Ad- 
vertising Agency, St. Louis. 
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Localized Drive Speaks 
People’s Language 

To the Editor: Evidence that it 
is possible to do a thoroughgoing 
job of advertising for a regional .c- 
count is furnished, we think, by our 
experiences with the Houston Pack- 
ing Company campaign. 

Working with a limited budget 
for a concern which, although 42 
years in business, is less than six 
years old as a user of coordinated 
advertising, we are pressing for- 
ward to sell the consumer public of 
the southern half of Texas and the 
western half of Louisiana on the 
idea of buying Jasmine branded 
products by name. 

The accompanying  advertise- 
ment is one in a series of 112-line 
insertions. The illustrations are 
pleasing to the eye. Copy has been 
held to 50 words or less. The brand 
name is brought out with reverse 
cuts; so is the idea of U. S. govern- 
ment inspection. 

During 1938, 1937, 1936 and part 
of 1935, we used outdoor posters in 
some 50 Texas and Louisiana towns 
to excellent advantage. We now 
feel that newspaper and_ radio 
should become a permanent part of 
future advertising for Jasmine 
branded products, with the possibil- 
ity of again adding outdoor in 1940. 

Present campaign is being as- 
sisted by point-of-sale display cards, 
store streamers, window streamers 
and store demonstrations by the 
company’s salesmen. 

Up to 1933, the Houston Packing 
Company confined its advertising 
efforts to occasional desultory pur- 
chases of newspaper space; in fact, 
ours is the first agency ever to han- 
dle the company’s account, and a 
steady increase in sales has been 
noted during the past four years. 

Early in 1935 we planned and 
held the first open house ever staged 


TEXAS DRIVE STARTS 


ee ve Weu Tender 
e 
| gsmine 
) f HAM 
For Your Easter Dinner 


New Tender Jasmine Ham is so appe- 
tieingly differemt, it will please every 
member of your family. Rich im flavor 
and delicious in taste, Jasmine Ham 
is always «2 welcome treat. Include « 
whole or half New Tender Jasmine 
Ham on your Easter Dinner menu. 


Expanding _ its 

Houston Packing Company is sponsoring 

@ newspaper campaign supplemented by 

spot radio announceménts for its Jasmine 
line of meat products. 


advertising activities, 


for this company. With newspaper 
advertising and radio advertising, 
we passed some 30,000 people 
through this plant which is located 
some distance from the main sec- 
tion of the city. 

We prepared a booklet “A Little 
Journey to the Home of the Houston 
Packing Company” for distribution 
to visitors and to other thousands 
of people. We are now getting 
ready for a second and larger edi- 
tion for distribution. Requests came 
from all parts of the United States 
and as far away as Sweden for 
copies. 

Agencies located in the hinterland 
such as ours can talk the language 
of the people at hand, and thus do 
a better job by-and-large than the 
major agencies, despite their more 
comprehensive equipment. 

This agency looks forward to the 
time when major agencies will en- 
gage the assistance of regional 
agencies who do speak the language 
of the people in their respective sec- 
tions of the country, to more and 
more lean towards localizing na- 
tional campaigns. 

JOHN L. DE BRUEYS, 


Houston, Tex. 


Dear Sunset: 


this date. 


azine Selectivity plus 


Guide, 
Counselor & Friend 


LANE Pups. Co., 


_-- 


BUSINESS INDEX 


I have been 
signs of good business on the Pacific Coast is that 
your April issue is carrying more advertising reve- 
nue than any other in your history. 


Also that your total advertising volume, run and 
on your books, exceeds that of any other year, at 


Are these statements correct”? 


GEORGE PEARSON, 
Space Buyer, 
J. Walter Thompson Co., Chicago 


Dear Mr. Pearson: Yes, they are—not only because 
business is better, but because Sunset gives Mag- 
Local 

everywhere on the Pacific Coast 


told that one of the 


Dealer Influence, 
—Pubs. 


in 225,000 
Western Homes 


San FRANCISCO | 
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DID YOU EVER SEE A HALFTONE TALKING ? 


® What we mean is “Did you ever see an 
engravers signature on a set of process 


plates or a minimum zinc?” 


® We put ours on every cut that leaves 
the place simply because we want it to 
shout “Collins, Miller & Hutchings made 
me to do a good job and I'm guaranteed 
to do it or the price you paid for me is 
returned to you.” 


CML 


CHICAGO 


@ If that isn’t fair we don’t know what is. 
Anyway it makes us doubly careful that 
everything we make is just a little better 
than anything anybody else makes. Our 
customers (the list is growing rapidly) tell 
us we have the right idea. The boys in 
the shop are happy, too, because the little 
CMH mark is very busy these days getting 
itself stamped on a lot of good engravings. 


COLLINS, MILLER & HUTCHINGS !N¢- 


207 NORTH MICHIGAN 


AVENUE:-CHICAGO 
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Call Meeting | AIR VETS READY FOR NETWORK SWITCH Professor Holds fore that the problem exists, and 


to Clarify 
Consumer Status 


Three-Day Conference 
to Be Held at Stephens 
College 


Columbia, Mo., March 30.—A 
comprehensive effort to interpret 
the consumer education movement 
will be made on the campus of 
Stephens College beginning April 3 
when business men, consumers and 
educators participate in a three-day 
meeting designed to bring coherence 
to the work. The conference is 


Product Labeling 


_. Urgent Problem 


Cambridge, Mass., March 29.— 
Labeling c6nstitutes one of the most 
|formidable and at the same time, 
;one of the most urgent problems 
|facing national advertisers, Stanley 
|F. Teele, associate professor of mar- 
keting, Harvard Graduate School of 
/Business Administration, asserted 
in a lecture given here during the 
Massachusetts Department of Edu- 
|cation’s course on “Trends in Re- 
| tail Distribution.” 
| “In a world which is growing 
|more specialized day by day,” said 
Prof. Teele, “the consumer is be- 
coming more and more bewildered 
| by his inability to appraise with any 
degree of accuracy the products he 
|buys and uses. The manufacturer 
'seeking to help the consumer pur- 


/at a great competitive disadvantage 
because of their failure to realize 
the facts.” 


Laboratories Lose Caste 


Prof. Teele said that many iabo- 
ratories which advertise themselves 
as above reproach are unable to 
win any large degree of acceptance 
from experts, and that the latter’s 
skepticism is shared by the public 
to such an extent that much copy 
woven around the use of a labora- 
tory is discounted by readers. 
Nevertheless, the laboratory offers 
the manufacturer the most effective 
approach to the labeling question, 
he contended. 

“The practical difficulties of spe- 
cification in testing as an avenue 
of consumer protection,” he said, 
“are due to the fact that consumer 
demands vary sharply and fre- 
quently a product cannot be supe- 


sponsored by the Institute for Con- Discussing Amos 'n' Andy's change from an NBC network, where they have been | chase intelligently must determine| rior in one respect without relin- 
sumer Education, supported at for I! years, to the Columbia Broadcasting System, beginning April 3: (left to 


first, how and what kind of} quishing some other quality. Prob- 
Stephens College by the Alfred P. right) Les Bowman, CBS Western Division engineer; D. W. Thornburgh, Pacific | first, how much and wha an ons oe gs q y 


Sloan Foundation, New York. Coast vice-president of CBS; Freeman Gosden (Amos); Charles Correll (Andy); | information is helpful, and secondly, ably the majority of manufacturers 
: . d John M. Dolph stent eonetel meneter, Golumble Peele Molwerk 'whether he shall express himself) will finally conclude that tests of 
Harold S. Sloan, director of the a se tle 2 |simply or technically. qualities of their products in use 
Foundation, said that the consumer | ———————— | “Obviously, there is no easy an-| are more valuable for the consumer 
pe rages. Saagnane yee A Papen — Branch for Sitterley Dog Food to Morgan swer to the problem. Each manu-| than a recital of their inherent vir- 
ow Sa eere one - ° mee ing , a ’ _._ | facturer must, in the long run, base} tues.” 
here is designed to clarify his needs _J. E. Sitterley & Sons, Inc., a anew y = gp eee de ‘his decision on a study of his own| The ideal place for study of con- [fF 
so that remedies may be indicated. | York, publisher of Importers’ Guide,| Hollywood, has been appointe | Geese i ee igs So ae : - : 
He pointed out that » objectives of will open a Chicago office in the|handle the advertising of Kennel | customers. Comparatively few ad- ner yp Ree ere P =e or 
ICs - : rer i : adi rill sed.| vertisers, however, seem to be! tail establishment, Prof. Teele said. P 
the meeting are to teach consumers Tribune Tower May 1. Ring Gog S008. Fase WH Se wees. | 
to increase their incomes and raise — sina —— : 
living standards by effective buying, 4 
and to teach the budgeting of time, : 


ae money and energy both by the indi- 
; vidual and government. | 
Stresses Economic Angle 
“A third goal,” he said, “is edu- | 
ny cation in the social and economic | 

| Se i implications of the consumer’s daily 
| 5 choice. The man in the street should 


understand that every time he buys . 
a machine-made product instead of 

a hand-made, or an American-made | = : 
product instead of a foreign-made, : 


he is casting a vote for a particular 
kind of national economy.” 

Among business men on the pro- | 
gram are John Benson, president, 
American Association of Advertis- 
ing Agencies; Donald M. Nelson, 
vice-president, Sears, Roebuck & 
Co., and P. G. Agnew, secretary, 
American Standards Association. 

Among 24 educators who will lead 
the discussion are Stacy May, 
Rockefeller Foundation; Harold F. | 
Clark and Benjamin R. Andrews, | 
Columbia University; J. D. Black, of 
Harvard, and Dr. John W. Stude- 
baker, Federal Commissioner of Ed- | 
ucation. The government will be | 
represented by D. E. Montgomery, 
consumers counsel of the AAA, and 
by Dr. Louise Stanley, Bureau of 
Home Economics. 

Finally, the consumer will have as 
his spokesman such representatives 


ALL-AMERICA 
PACKAGING 
COMPETITION 


J \ 
move —SOHNSON’S 
/ BABY POWDER \ 


une as Mrs. Sadie Orr Dunbar, presi- SOAP...O0IL...CREAM 
a dent, General Federation of Wom- | 
* ae en’s Clubs, and Dr. Helen 3 P 
g A - Bond, president, American Home ’ " gi Oot me/” 
—_ Economics Association. 7 - 

— | t 


Block Moves Office 


_ Paul Block & Associates will move | 
its New York headquarters to 400 
Madison avenue on April 20. 


NOW(YOU 


2. 


FIRST AWARD 
Window Display 


HOSPITALITY 
in WASHINGTON. 


) 


Try the Raleigh 
the next time you 


Two out of three “firsts for Window Dis- 
we A Ra wl ee play, a “first” in Floor Display and four 
oo ho byacanof == "msT Awan j honorable mentions in Window, Floor and 
widest ’ Counter Displays. 

For sheer, amazing realism of reproduc- 
tion achieved by combining direct color 
photography with the deep-etch process 
of lithography — 


HOTEL | 


RALEIGH § 


PENNSYLVANIA Ave. at 1tthS:,NW 


_ WASHINGTON, D.C. 
C. C. Schilfeler, General Manager 
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Advertiogs’ s Name | 


Is Good Guarantee 


for Consumer 


New Orleans, March 28.—Unless 
the consumer is willing personally 
, make all his own goods, his best | 
answer to the problem of obtaining 
quality products 

to buy them 
om an adver- 
tiser who has 
sufficient faith in 
his wares to put 
his own name on 
the package. 

This was the 
message given 
the New Orleans 
Advertising Club 
and broadcast to 
consumers here 
by A. O. Buck- 
ingham, vice-president in charge of 
advertising and market research for 
Cluett, Peabody & Co., New York. 

“I can’t get all steamed up over 
the present day consumer organiza- 
tions that are springing up all over 
the country,’ Mr. Buckingham de- 
clared. “When the consumer has 
finally waded through all the col- 
umns of facts and figures, what does 
he actually know about the product? | 


A. O. Buckingham 


“The consumer must have faith 
) in the advertiser if he wants any 
peace of mind whatsoever. If I, as 
/a consumer, feel that you as adver- 
| tisers are going to sell me defective 
wearing apparel or sub-standard 
bee and drugs, I might as well 
give up right now. It’s highly un- 
| likely that one of us is going to 
stay home and try to manufacture 
| what he wants to consume. 

“And as long as we continue to 
|buy something that somebody else 
|makes, we have to have some faith. 
And it’s the known—the advertised 
—product in which we have the 
most faith.” 


Consumer Is Human 


Mr. Buckingham also emphasized 
that advertisers must avoid visual- 
izing a consumer as some “queer 
bird from Mars.” 

“The consumer isn’t an individual 
apart,” he asserted. “He’s us. Ad- 
vertisers and consumers are not 
members of two varied races. They 
can actually speak the same lan- 
guage, wear the same clothes and 
laugh at the same jokes. 

“A thing that worries the con- 
sumer can never be trifling to an 
advertiser,” he asserted. “That’s the 
| way it should be. The buyer has a 
| perfect right to know what he wants 
jand to ask for it. It’s his money 
that he is spending.” 


Frank Discussions 
Produce Results in 
Consumer Problems 


Retailers’ Experiment 
Gains Momentum, Due 
for Expansion 


| resenting all viewpoints. 
| consumer’s side groups such as the| of work. 


By ALLEN LEKUS 


New York, March 29.—The tech-| 
nique of bringing consumers, retail-| 
ers and manufacturers together 
one room and inviting them to voice| 
freely their 
and problems was recommended 
here today as one of the most ef- 
fective ways to clarify any clouds 
that may mar the seller-consumer 
relationship. Such a procedure also 
reveals that the respective groups 
are not thinking along lines as 
widely divergent as commonly be- 
lieved. 

These views were expressed to 
ADVERTISING AGE by Roger Wolcott, 
executive secretary of the Con- 
sumer-Retailer Relations Council, 
in reviewing the progress of his or- 


WV ew hah 


IN HONORS FOR DISPLAYS 


ae | SOT VOWS 


sete 


oon 


For novel use of lighting, simulation of oil 
paintings and ingenious, practical construc- 
tions that make real 
floor and counter displays— 

Einson-Freeman displays not only sweep 
the field in prizes, year by year, but set 
sales records in the field every day. 


| ganization 
|meeting ground for the interested 


in seeking a common 


parties. An encouraging step in 
this direction was made, Mr. Wol- 
cott believes, at the council’s first 
open forum which was held re- 
cently, attended by representatives 
of manufacturing and advertising as 
well as consumer groups. 


An in-| 


business and consumer groups by 
doing educational and public rela- 
tions work for each. 

“Working together, as they do in 
our committees, representatives of 
both sides attempt to evolve a single 
viewpoint. This viewpoint is the 
result of a compromise in which the 
consumer finds he can’t have every- 


formal vote taken at the conclusion| thing and business finds the con- 


of the meeting showed a _ strong 


sentiment for further open meetings. | 
Relations | 


The Consumer-Retailer 


sumer 
ances.” 
Considerable harmony has been 


has some legitimate griev- 


Council operates by means of com-| achieved in the council’s survey on 


mittees composed of spokesmen rep- 


informative labeling, which is near- 


On the | ing completion after several months 


The study is based on 


American Home Economics Asso-| sample labels for a variety of prod- 


ciation and the General Federation | ucts, 


of Women’s clubs are represented, 


the National Retail Dry Goods As- | 
Federation. 
Give and Take Program 


Included on the council’s board 
of trustees are H. W. Brightman, 
vice-president, L. Bamberger and 
Co.; Ruth O’Brien, Bureau of Home 
Economics, U. S. Department of 
Agriculture; and P. G. Agnew, sec- 
retary, American Standards Asso- 
ciation. 

“What our organization is trying 
to do,” Mr. Wolcott emphasized, “is 
to break down the barriers between 


Be 


“silent salesmen” of 


EINSON-FREEMAN CO., INC. 
Lithographers LONG ISLAND CITY 


” é sl Loo ed ¥ 


in| while business has its voice through | manufacturers and 


| the survey, 


drawn up according to the 
|views of consumers, retailers and 
submitted for 
criticism and suggestion to several 


respective grievances! sociation and the American Retail] | thousand members of these groups. 


One of the outstanding results of 
Mr. Wolcott said, is the 
general agreement of retailers and 
consumers on the need for a certain 
type of information on the label. 
In hosiery, for instance, it was 
readily admitted by all parties that 
it was desirable to indicate how the 
stocking is made, the fiber content 
of the leg, size, grade, number of 
threads; whether full fashioned or 
circular knit; and instructions for 
washing. 

“Much of the money and effort 
expended by manufacturers. in 
training clerks to know their mer- 
chandise can be saved if all the in- 
formation that the customer is in- 
terested in is on the label,” Mr. 
Wolcott observed. 


The Consumer Errs, Too 


While the council’s labeling proj- 
ect benefits the consumer, primarily, 
other work of the organization 
stresses consumer responsibility. 
This is true of the committee study- 
ing customer abuses which are most 
flagrant in such matters as charge 
accounts, returns and adjustments. 
An educational campaign will be 
initiated to correct these evils. 

The reason the retailer plays such 
an important part in the council’s 
work, Mr. Wolcott explained, is that 
he has been quicker to grasp the 
possibilities of mutually profitable 
cooperation with the consumer than 
the manufacturer. However, manu- 
facturers are beginning to learn, he 
pointed out, through such experi- 
ences as compliance with the new 
labeling law, that providing the cus- 
tomer with a little more informa- 
tion about the product does not hurt 
sales. 

The council hopes to stimulate 
more interest in its work on the 
part of the advertising field. Here- 
tofore, Mr. Wolcott said, advertising 
has regarded with suspicion any- 
thing that smacks of the term 
“consumer,” considering such move- 
ments as having a belligerent atti- 
tude toward advertising and busi- 
ness. The vast majority of consumer 
groups, he added, have noth- 
ing against advertising per se and 
even appreciate a good sales talk 
after they are satisfied that they 
have all the information they want. 


COLLINS 
MILLER & | 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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NATIONAL 


DEFENSE 
MEANS BIGGER 


BALTIMORE 
PAYROLLS 


and that means 


BIGGER RESULTS 
FOR WFBR 
ADVERTISERS 


THESE “GOOD NEWS” 

ITEMS MEAN MARKETING 

OPPORTUNITIES TO ALERT 
MERCHANDISERS 


\Big U. S. Navy plane 


contract 


4 $26,000,000 for bombers 
for France 


\Martin Aircraft plant 
doubles its size 


¥ $9,654,000 contract for 
shipbuilding plant 


/ 
\Bethlehem Steel plant 
increases output 


41 new industries came 
to Baltimore in 1938 


164 Baltimore plants ex- 
panded in ’38 


¥Homebuilding doubled 
in first 2 months of ’39 


Baltimore has largest percentage 
of HOMEOWNERS of any large 
U. S. city. 


$$$ $$ $ $ 


Come and get it 
via WFBR 


RATIONAL REPRESENTATIVES - 
EDWARD PETRY & CO. = 


ON THE NBC RED NETWORK & 


Coast Juniors 
Test Talents 
with New Cereal 


Departmental Gets 
Practical Work on 
Mythical Product 


San Francisco, March 28.—Com- 
plete from surveys to copy and 
media, one of the most elaborate 
| campaigns ever devised for a myth- 


| ical product has been completed by | 


the Junior Departmental of the San 
Francisco Advertising Club for 
| “Grunchies,” a breakfast food. The 
| juniors made periodical reports to 
|the club on the progress of the 
‘campaign and criticisms were of- 
| fered by a senior brain trust con- 
| sisting of well known advertising 
men. The completed campaign will 
be a feature of the convention of 
|the Pacific Advertising Clubs Asso- 
| ciation in Oakland June 25-29. 

| With a budget of $150,000 for the 
first year of advertising for the 
| ne *~w breakfast food, the Junior De- 
| partme ntal functioned as a large 
advertising agency in preparing and 


executing marketing plans. Robert 
Wesson, president of the club, rep- 
resented the client, with Evelyn 
Cooper serving as account execu- 
tive. Other juniors served in the 
research, media, radio, copy, art and 
promotion departments. 


| Flavor Found Chief Need 

| The survey department founa 
| that housewives on the Pacific Coast 
| prefer cold cereals to hot and that 
their first demand in a breakfast 
food is for flavor, with crispness and 
health other considerations. Basing 
recommendations on this study, the 
media committee budgeted $100,000 
for general advertising, with an- 
other $50,000 to be used for promo- 
tion. Media selected were news- 
papers, radio, outdoor, car cards and 
|} business papers. <A_ special radio 
committee was appointed to select 
the best time, stations and program 
appeal. 

The motif of the 
developed by the copy department, 
was “A new corn-wheat cereal— 
twin-packed for crispness.” Two 
cartoon figures, “Mazie Corn” and 
“Kernel Wheat” were developed as 
a trademark. The health angle was 
given emphasis by the intriguing 
phrase, ‘“Vita-crisp.” Meanwhile, 
the package design, outdoor and car 
card layouts were perfected by the 
art committee. 

Acting as a connecting link be- 
tween advertising and sales of 
“Grunchies,” the sales committee 
arranged an interesting premium 
deal to induce homeowners to give 
a trial to the new cereal. Effective 
point-of-sale display 
made available to grocers who took 
|advantage of the attractive 
|ductory offers made to the trade. 


Veterans Help Neophytes 


Advertising men who contributed 
their suggestions as the campaign 
|went forward included Raymond 
| Reeves, J. Walter Thompson Com- 
|pany; E. B. Sorensen, Pacific Rail- 
lways Advertising Company; Jesse 
Heywood, Foster & Kleiser Com- 
|pany; Virgil Rankin, San Francisco 
|Examiner; Louis Shawl, Shawl, 
| Nyeland & Seavey; Gene Brown, 
|Patterson & Hall, and Walter A. 
|Burke, John Nelson and Hugh 
| Thomas, McCann-Erickson. 
| Danziger, Johnson Mat & Stereotype 
| Company, acted as chairman of the 
| senior critics. 


campaign, as 


To Promote Nantucket 


A bill authorizing Nantucket to 
appropriate $3,500 to advertise 
|advantages has been authorized by 
\the Massachusetts legislature. Harry 
M. Frost Company, Boston, has been 
named to handle a newspaper and 
magazine campaign. Norman D 
| Vaughan is account executive 


at 520 N. Michigan avenue 


material was | 


intro- | 


| 


Nathan | 


its | 


Waldo, trading as the North Amer-| that they are nationally advertised. 
ican Editor’s Service, sold readers’|The Dannen Grain and Milling 
an 


Commission 


by the 


a 
—— 


WEST COAST “JUNIORS PLAN MYTHICAL CAMPAIGN 


0 Ls ; 
rity 


Members of the Junior Departmental, San Francisco Advertising Club, sketch the details of a $150,000 drive on behalf of 


an imaginary breakfast food, 


Washington, 


Other 


FTC Believes 
90% Questionnaire 
Return Too High 


D. C., March 29.— 
The percentage 
mailed questionnaires may be ex- 
pected to produce is a major point 
at issue in the stipulation entered| cent return was the maximum that 
into today with the Federal Trade| might be expected. Mr. Waldo will 
by North American 
Editor’s Service, Medina, N. Y. 
stipulations were received 
FTC from Minute Foods, 
Ltd., Los Angeles, and the Dannen 


of returns 


Grain and Milling Company, 
Joseph, Mo. 
According to the FTC, Russell J. 


"Grunchies.”’ 


with a sketch of the package itself. 


Some of the newspaper, magazine and poster layouts are shown here, together 


| preference reports designed to in- Company has agreed to discontinue 
|advertising that the minerals in its 


| fluence decisions of space buyers. 
| These reports were advertised 
| through direct mail letters. Among 
claims made was that service re- 
| ports were based on a 90 per cent 
reply to 12,000 questionnaires. 


FTC’s Research Ideas 
The FTC argued that a 35 per 


| discontinue his representation con- 
cerning the 90 per cent return and 
also the assertions that his report 
service was conducted at the in- 
stance of eight advertising agencies. 

Minute Foods, in representing the 
opportunities offered 


products, is to cease 


salesmen of its | 
representing | 


feed are proportioned to give unex- 
celled milk production or are per- 
fectly balanced. It is also to cease 
certain claims regarding the vita- 
min efficiency of its product. 


To Zinn & Meyer 


Viking Voyages, New York, travel 
agent, has appointed Zinn & Meyer, 
New York, as agency. Newspapers 
will be used. Babs Creations, New 
York, has also named the agency 
to handle its account. 


“Burlington News” Sold 


The Daily News, Burlington, Vt., 
and its affilate, Station WCAX, have 
been sold by Col. H. Nelson Jackson 
to C. P. Hasbrook, publisher of the 
Times-Dispatch, Richmond, Va. 


| ee Agency Expands | 
Coe, Guy & Walter, Chicago 
age ney, W ill move to larger quarters | 


April 8. | 


The Radio Sports Find of the Year! 


FREDDY LINDSTROM 
Is Now Available 


WLS has the sports tind of the year in Freddy Lindstrom, former base- 
ball star of the New York Giants. Pittsburgh Pirates 
He is now available on the WLS Sports Review, 6:30 to 6:45 P. M., six 


nights a 


Lindstrom. 


week. 


league experience, 
and has an excellent radio voice and personality. 


lor further information, write, wire or call any John Blair & Company 
Station WLS, 


office or 


JOHN BLAIR & COMPANY 


New York 


Detroit 


Represented by 


a Chicago boy, 


Chicago 


Chicago. 


Los Angeles 


San Francisco 


Burridge D. Butler, Pres. 


has ideal qualifications for 
close friendship with baseball stars, well known to fans, 


VE 


(Chicago) 


and Chicago Cubs. 


radio: major 


Glenn Snyder, Mer. 
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Promotion 
Review 


Electrical World is using a good 
stunt to tell advertisers and pros- 
pects the story of its new typogra- 
phy and format. It makes use of 
an extra cover, the equivalent of a 
book jacket, to tell why and how it 
has changed its typography, and 
sends the newly-designed issue to 
prospects in an attractive blue box, 
bearing a black and red label on 
buff stock. 


* * * 


Effective and impressive booklet 
is the yearbook published by the 
Los Angeles Times. It contains a 
complete story on the Times, and is 
replete with charts and figures, but 
it’s a beautifully printed job and 
the figures and charts are so well 
arranged that they’re exceptionally 


easy to read. 
* * * 


Hoard’s Dairyman is off on its an- 
nual cow judging contest for ad- 
vertising men with a teaser post- 
card showing a couple of bovine 
beauties sprucing up, while one 
says, “Gee, Mabel, hurry up! 
Hoard’s contest will start soon.” 

* ok * 

The Saturday Evening Post and 
Batten, Barton, Durstine & Osborn 
are proud of the four-color, two- 
page bleed spread featuring the 
“parade of progress of nationally 
known grocery products” which will 
appear in the April 8 SEP. The 
spread is a natural color photograph 
of a grocery store of 40 years ago, 
with counter and shelves especially 
built and the props, including gas 
lights, candy jars, old-fashioned 
coffee mills, bins, etc., collected 
from a variety of sources. 

To give the clerk behind the 
counter the proper ghost-like ap- 
pearance, required by the copy, the 
set itself was given one-half the 
proper exposure, then the clerk 
was moved in and the remainder of 


&// 
OPEN DOORS TO SALES 


WITH AN 


/mprinted Autopoint 


@To gain attention, to 
build good will, you can 
always depend on an 
Autopoint pencil im- 
printed with your firm 
name and sales message. 
It’s the door-opener 
without a kick-back, be- 
Cause its sturdy, two- 
part mechanism never 
fails! And the exclusive 
Grip-Tite tip never lets 
lead twist, wobble or 
Jam. More than 6000 
Prominent firms have 
Proved the value of im- 
Printed Autopoint pen- 
cils in sales work. You'll 
find a tested plan suited 
to your needs in fact- 
filled book, “The Human 
Side of Sales Strategy.” 
Write today for free 
Copy. 


The @ Better Pencil 
MUTOPOINT COMPANY Dept. AA-4 
"4! Foster Avense Chicaze, Misols 


Qs 


SS 


the exposure was made on the same 
negative. The modern couple on 
the buying side of the counter were 
photographed separately and carbro 
prints of the two pictures were 
combined. 

Prospects and advertisers got a 
full color preprint of the advertise- 
ment, mounted on blue paper over- 
printed in white. 

* * * 

A tooth brush is the latest con- 
tribution of promotion - minded 
media to the welfare of the adver- 
tising fraternity. This one is do- 
nated by Criterion Service, and 
comes slotted into a single sheet, 
with the heading, “What’s this for?” 
The point seems to be that 65 per 
cent of the population, principally 
on the “wrong side of the tracks,” 


doesn’t know what to do with this 
implement, and that one effective 
way to tell them about tooth 
brushes and a multitude of other 
things is to use Criterion Service. 


Gets Lau Blower 


Lau Blower Company, Dayton, O., 
manufacturer of furnace blowers, 
assemblies, pillow blocks, blower 
and pulley wheels, has appointed 
Hugo Wagenseil & Associates, Day- 
ton, as advertising counsel. Busi- 
ness papers will be used. 


Moves Sales Office 


The advertising and sales office 
of Dixie-Ohio Express has been 
moved from Akron to Cincinnati. 
C. L. Smoot is general sales man- 


ager. 


Publisher Named 
to Succeed Sykes 
as FCC Member 


Washington, D. C., March 28.— 
President Roosevelt this week 
named a dark horse to the Federal 
Communications Commission in the 
person of Frederick Ingate Thomp- 
son, publisher of the Montgomery 
Journal. Speedy Senate confirma- 
tion is expected. 

Mr. Thompson will succeed Eu- 
gene O. Sykes, of Mississippi, whose 
resignation is effective April 5. The 
newcomer has long been prominent 
in Democratic politics of the South, 
having served on the old Shipping 


Board under President Wilson and 
more recently being in charge of the 
port of Montgomery. 

Like many of his predecessors on 
the FCC, Mr. Thompson has had no 
connection with any broadcasting 
station, most of his business career 
having been spent in publishing. He 
is 64 years old and was formerly a 
director of the Associated Press. 


Printing Control Is 
Direct Mail Topic 

Frank M. Knox of New York, cre- 
ator of the Knox plan for printing 
control, will be a guest speaker at a 
meeting of the Direct Mail Adver- 
tising Club of Chicago April 5. 


The luncheon will be held in the 
Hotel Sherman. 
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THERE IS SIGNIFICANCE IN THE INFLUENCE 
OF NEWSWEEK’S AUDIENCE that makes it a profit plus 


market for astute advertisers. 


Consider: Almost 70% of Newsweek’s families (now numbered at 
more than 330,000) are in the business executive and professional 


classes 


... two groups of undisputed excellence as far as their own 


buying goes. And business executives control all corporate purchas- 
ing as well. 


In addition, these families, leaders in their communities, influence 
the buying of a large audience of men and women in their business 
and social spheres. 


It is this double-barreled selling power of Newsweek's pages that 


is largely creditable for Newsweek's ringing up the greatest per cent 


gains in advertising of any magazine, so far this year. 
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‘Expert’ Wrote 
Anti-Advertising 
Pamphlet in 18/0 


Satan Lent a Hand 
in Making Prospects 
"Knuckle Down" 


Buffalo, March 29.—One of the 
earliest examples of anti-advertis- 
ing propaganda was found here 
this week when a search of library 
shelves brought to light a dusty 
pamphlet titled “Twenty - Three 
Years in the Medicine Business, or 
an Expose of Crafty, Money Loving 


Advertisers,” by C. B. M. Wood- 
ward. 

The author, a New Hampshire 
minister, left the pulpit just 100 


years ago to embark upon the tortu- 
ous paths of commerce, traveling 
between the devil and salvation in 
adventures that later became a part 
of the book. 

Reversing today’s accepted proce- 
dure, Mr. Woodward suffered his 
breakdown before going into busi- 
ness. Leaving his pulpit, he fled to 
the woods and “wrestled in prayer,” 
as he tells it. Praying for guidance, 
he received a letter from the gen- 
eral agent for Smiths’ Sugar Coated 
pills, offering him a sample of the 
product and a job selling it. 


Dream Points the Way 


“IT had a favorable opinion of the 
pills,” writes Mr. Woodward, “but 
there was a wickedness connected 
with the business.” Denying himself 
this offer, he began to earn his liv- 
ing through the sale of Sabbath 
school books, maps, tickets, tracts 
and the like. The pace was too 
strenuous, however, and he was 
forced to give it up. 

Then came the dream. In this 
dream, Mr. Woodward was called 
upon to sacrifice a “young and 
promising child—to render up the 
child as a burnt offering.” 

“But at the fatal moment,” he 
says, “my hand was stayed.” 

He interpreted this dream as a 
sanction of the medicine business 
and immediately entered it. This 
was prior to the days of the surplus 
profits tax, so he was able to prom- 
ise “to give all the profit, excepting 
enough for a prudent support of 
myself and family, and capital for 
conducting the business, to benevo- 
lent purposes.” 

To spread his message abroad, he 
launched publication of a monthly 
paper, The Flower Basket and the 
Young Traveler. “It was a failure,” 
he writes, “and the Devil, like a 


| 


Ryan and Swafford Give 
Each Other a Boost 

New York, March 28.—A job 
given anembryo reporter in 1923 
was repaid today when Royal 
W. Ryan, for the past six years 
sales and advertising manager 
of the Netherland Plaza Hotel, 
Cincinnati, was named a part- 
ner of the Swafford & Koehl 
advertising agency here. The 
Damon and Pythias tale began 
in 1923 when Mr. Ryan was city 
editor of the Cincinnati Com- 
mercial Tribune. Into his office 
came one Charles K. Swafford, 
fresh out of college and looking 
for a job. He got one and held 
it until 1928 when he became 
advertising manager of the 
Gibson Hotel, Cincinnati. He 
later followed Ralph Hitz to 
New York and became vice- 
president in charge of advertis- 
ing and sales of the National 
Hotel Management Company. 
Mr. Ryan stayed with the Com- 
mercial Tribune until it sus- 
pended, went to the Cleveland 
Plain Dealer and, at his friend’s 
behest, later joined the adver- 
tising staff of the Hotel New 
Yorker in 1931, from which post 
he went to the Netherland Plaza. 


roaring lion, stood ready to devour.” 
But the Devil, too, was stayed when 
Mr. Woodward began manufactur- 
ing his own medicines. 

A “universal eye salve” was one 
of his first products, modestly ad- 
vertised as follows: “We challenge 
the world to produce an article that 
will excel this for curing diseases 
of the eye, whether induced by a 
scrofulous origin or otherwise, 
weakness or defective vision, dimin- 
ished tone of the optic nerve or a 
diseased state of the tissues consti- 
tuting that delicate organ.” 


Sells Sewing Machines 


Other products similarly adver- 
tised and sold were dyspepsia bit- 
ters, pain extractor, canker cure, 
botanic ointment, adhesive salves 
and extract of sarsaparilla. Aside 
from the medical line, Mr. Wood- 
ward also sold the Erie Premium 
sewing machine, with special dis- 
counts to seamstresses and clergy- 
men. 

The next page in Mr. 
pamphlet is devoted in full to a 
warning against false advertising. 
He then offers cures for drunken- 
ness and swearing. The latter, he 
suggests, can be stopped by replac- 
ing the cuss words with such ex- 
pletives as “hazelnuts” and “pod- 
hopper.” 

Two weekly papers, a 
trated Polyglot Bible,” 


Woodward's 


“new illus- 
other books 


and stationery took up the rest of 
Mr. Woodward's time. 


mo 


is la tei ote 


-) paign to reach our “Friendly Family” > 
| -1,500,000 Italo-Americans! And that's just 


other ski enthusiast. . . 
William Resor, 


LIKES MOUNTAINS 


Harry Kronstadt, Henry J. Kaufman 

Advertising, Washington, D. C., enjoys 

the panorama of Skyline Drive in the 
Virginia mountains. 


. Ted F. Mueller, bus. mgr., 


in shape... 


presented to Mr. 
journalism at Syracuse U... 


a dozen doughnuts. 
Charles H. Crutchfield, of 


John M. Alden, v. 


week at Winchester, 
Martha Tibbetts, comely stage 
and screen star. Believe it or 
not, but she too traces her an- 
cestry to John and Priscilla 
Alden... 

Walter Hanlon, a. m 
fadden Women’s Group, became 
a father the other day. It was 
old stuff for him, for it was off- 
spring number three and his 
third son. . . Vie Ratner, s. p. m., 
CBS, is back from Florida and 
the man who handled his job, 
Frank Stanton, has gone to the 
same place. .. 

George Iredell, of Frank 
Howley Advertising Company, 
Philadelphia, used his selling ex- 
perience to good advantage on 
his recent trip abroad. Sailing 
along the coast of Sweden in his 
46 foot yawl, he was forced by 
a storm to put into a Danish 
harbor, and because he had 
grown a rather heavy beard and 
was in his knock-about clothes 
sans passport, he had to do some 
fast talking to convince the Dan- 
ish officials that he was not a 
Russian and should not be de- 
ported to Siberia. . . 

Charles E. Crockett, secy.- 
treas., Tribune, South Bend, Ind., 
and Mrs. Crockett are spending 
several weeks in California with 
their daughter. F. A. Miller, 
South Bend Tribune president, 


Mass., tog 


, Mac- 


has compiled a series of articles on 


versary party for the Hilton Club, 


York Road Country Club... 


for outstanding services during the 


Hospital March 7. 
WJSV, Washington, D. C. 
A special section 
entitled “The Baby Album” 
promotion job well done. 
was none other than Michael 


WBT, Charlotte, 
Florida where he participated in the National Pistol Championships. 
He now sports a pistol insignia on his coat lapel, earned by shooting 
his way to third place in one of the national events. . . 


_ Getting Personal 


John L. Willett, a. m., Durkee Famous Foods, 
was sorry to see winter pass. He’s a winter sport enthusiast, and went 
north instead of south for his sport. Agencyman George Bijur is an- 


is one adman who 


v. p., J. Walter Thompson Company, is expected 
back any day now after a motor trip in the South. Henry C. Flower, 


another J. W. T. v. p., has been 
relaxing at Aiken, but is ex- 
pected back at his desk soon... 

Harry Higdon, a. m., Phoenix 
Metal Cap Company, was a boy- 
hood pal of Joe Cook, the comic. 
As kids, the pair used to stage 
backyard circuses. Reports have 
it that Higdon can still juggle a 
mean plate... 

Dan Rennick, editorial di- 
rector, Drug Topics, is off the 
anxious seat. It’s a girl, named 
Marjorie, and his second off- 
spring. . . 

William Boetcker, of Talon, 
Inc., has been named president of 
the Junior Association of the Ad 
Club of N. Y. Enos P. Schaffer, 
a. m., American Steel Export 
Company, is v. p... R. D. Keim, 
v. p., E. R. Squibb & Sons, ad- 
dressed the Salesmen’s League of 
America. . . 


Wonder what S. Winston Childs, millionaire backer of Newsweek, 
did with the $5 he won in a photo contest sponsored by Win magazine? 
Newsweek, wasn’t feeling well last week 
so he took a brief leave of absence for a trip to Florida to get back 


John Benson, Four A’s prexy, and Ernest F. Trotter, managing 
editor of Printing, were among those who paid tribute to Frederic W. 
Goudy, the famous type designer who recently celebrated his 74th 
birthday. A fund of over $2,000 raised in the graphic arts field was 
Goudy by M. Lyle Spencer, dean of the school of 


James M. Cecil, chairman of the board of Cecil & Presbrey, leased 
a nine-room apartment overlooking the East River not long ago. Last 
week he received something to fill the new breadbox when he drew 
one of 20 attendance prizes at the Sales Executives Club. The award, 


has returned from 


p., Logan & Rouse, Los Angeles agency, is a 
bona fide descendant of history’s John Alden. He was married last 


THOSE LASSO GALS 


Sponsored by the San Antonio Adver- 


tising Club, 100 of that city's famous 
Lasso Girls will make an Eastern tour this 
summer, winding up with the AFA ban- 
quet at the Waldorf-Astoria, June 19. 
Claude Aniol, of Wyatt, Aniol & Auld, 
San Antonio agency, (left) is chairman 
of the project. He is shown with Dick 
Laughlin, president of the club, and 
Doris Biggs, one of the girls. 


and Mrs. Miller have just returned 
from a five-week vacation in St. Petersburg, Fla. . . 


C. W. Hamilton, s. p. m. of Globe-Wernicke Company, Cincinnati, 


“Inspiration” which are being syn- 


dicated by Western Newspaper Union... 
Earle A. Buckley, Philadelphia agency head, 


is planning an anni- 
oldest sandlot baseball club in the 


country. The 35th anniversary will be celebrated April 15 at Old 


At a special broadcast a couple of weeks ago, Benedict Gimbel, Jr., 
head of WIP, Philadelphia, accepted a placque on behalf of the station 


recent city council radio campaign. 


. A. D. Willard, III, made his first appearance in the Alexandria, Va.., 
His father, A. D. 


Willard, Jr., is general manager of 


issued by the Washington Post last Sunday 
was cause for more pride than merely a 
The baby occupying the entire first page 
Terrence O'Donnell, 
O'Donnell classified manager of the Post. . . 
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Amplify Records 
to Tell Visitors 
Schlitz Methods 


Milwaukee, March 30.—With hu- 
man voices playing a losing game 
against the unceasing clank of ma- 
chinery, Schlitz Brewing Company 
has relieved the strain on the lar- 
ynges of employes by installing 
records describing plant operations, 
sufficiently amplified to make the 
explanation audible to any crowd. 

Until last year between 50 and 
100 persons visited the Schlitz plant 
daily. Two guides took them in 
hand at half-hour intervals and es- 
corted them through the big estab- 
lishment with a running fire of 
comment. Last year the number of 
visitors jumped to 5,000 a week, 
and 50 or more made up each tour- 
ing party. The guides found con- 
siderable difficulty in making their 
voices reach to all and Schlitz 
finally solved the difficulty by mak- 
ing the system mechanical. The 
guides’ chief duty now is to push 
the buttons turning the records on 
and off. 

The transcriptions were made by 
Bob Heiss, announcer for WTMJ, 
the Milwaukee Journal’s station. 
Continental Engineering Corpora- 
tion installed the reproducing sys- 
tem in the brewing house, racking 
house, where the barrels. are 
filled, engine room, in front of the 
grain elevators, in the sternewirt 
and in the bottling house. 


Tulsa Groups Sponsor 
Sales Managers’ Meeting 


The Tulsa Advertising Federation 
and Tulsa Sales Executives Club 
jointly will sponsor the Southwest- 
ern Sales Managers Conference in 
Tulsa April 19. 

Among the speakers at the con- 
ference will be George Biggs, Con- 
tinental Oil Company, Ponca City; 
W. V. Ballew, Dr. Pepper Company, 
Dallas; Walter Kinderman, Phillips 
Petroleum Company, Bartlesville, 
Okla., and Lou E. Holland, Holland 
Engraving Company, Kansas City, 
Mo. 


Agency for C-Z Cleaner 


C-Z Chemical Company, Beloit, 
Wis., manufacturer of C-Z Cleaner, 
a hard water softener, has ap- 
pointed United Advertising Com- 
panies, Chicago, to direct a news- 
paper, magazine and radio cam- 
paign. Joseph E. Gessner is account 
executive. 


NBC Names Gordon 


Max Gordon, theatrical producer, 
has been named by the National 
Broadcasting Company to assist in 
the production of television and 
radio drama presentations. 


Bloom Resigns 

Joseph E. Bloom has resigned as 
vice-president of Blaine-Thompson 
pare ns New York. 


REG.US RUBBER PAT. OFF. 


PAPER CEMENT 


FOR 
LAYOUTS - DUMMIES 
MASKING + PHOTO- 
MOUNTING ¢ every paper 


joining need. 
NO WRINKLING 
Or CURLING 


Try Best-Test by Clean, Speedy Results 
All Dealers 


For Pt Sample, Write 
UNION RUBBER 


& ASBESTOS CO. 
TRENTON, N. J. 
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UTILITY DISPLAY Borden Initiates 


National Public 
Relations Copy 


u- New York, March 29.—Borden 
ne Company will embark on the broad- 
a- est institutional effort it has ever 
ny sponsored in a magazine campaign 
r- to begin in May, it was learned here 
ng today. Full pages in color are 
om schedule in Collier’s, Life and The 
© 


Saturday Evening Post for the final 
eight months of this year. 

While a variety of products made 
by the company will be mentioned 
during the campaign, the bulk of 
the promotion will be of an institu- 
tional nature. Specific products 
will be named only .to illustrate 


Brilliantly colored new “block” displays 
for jewelry stores have been prepared 
by Benrus Watch Company, through 
J. D. Tarcher & Co. Each block is cov- 
ered with a different jewel color paper, 
with the message silk-screened in white. 
The blocks can be used separately as 

display platforms. 


Canners Propose 
Standard Label 
Under Food Act 


‘ity; (Continued from Page 1) 


See alae ta. ace 


any, of the main panel or vignette, where 
lips it is most easily seen by the con- 
a sumer. The required information 
tity, includes a statement of net contents, 


the common or usual name of the 
product, and the name and address 
, of the manufacturer or distributor. 
In some cases, a statement of in- 


statements made about the com- 
pany. 

Previous institutional advertising 
by Borden has been limited in scope. 
At various times, campaigns have 
been undertaken to explain com- 
pany policies to specific groups but 
the new magazine drive will mark 
the company’s initial venture into 
the broader phases of public rela- 
tions advertising. 


State Drive Under Way 


Another Borden campaign, de- 
signed to meet a delicate situation 
existing among New York state 
milk producers, is now in progress 
in 20 upstate dailies and 60 week- 
lies. The advertising follows Bor- 
den’s recent action in reducing the 
consumer price of milk in this area. 


Marcussen, president of Borden’s 
Farm Products, and is in the form 
of an open letter to milk producers. 
“Who Cut the Price of Milk?” is 
the caption, with copy pointing out 
that the price change is an adjust- 
ment made necessary by conditions 
within the industry. 

Mr. Marcussen asserts that Bor- 
den’s action does not constitute 
price-cutting, for “price-cutting 
never permanently benefits the con- 
sumer and results in distress for 
producers and chaos for the in- 
dustry.” 

Another Borden advertising activ- 
ity involves extensive participation 
in the New York World’s Fair. A 
hand-picked herd of 200 “aristo- 
cratic’ cows have already been 


moved to the fair grounds, to be- 
come acclimated to new surround- 
ings in time to be producing at 
their best for fair crowds. The en- 
tire process which milk passes 
through from cow to consumer will 
be demonstrated, and the milk pro- 
duced will be sold on the premises. 

Borden’s institutional campaign is 
being directed by Young & Rubi- 
cam, while Batten, Barton, Durstine 
& Osborn is in charge of the up- 
state copy. 


To Clover Adea 


D. Newton Lott, formerly with 
J. Walter Thompson Company and 
Erwin, Wasey & Co., Chicago, has 
been appointed vice-president in 
charge of new business of Clover 
Adea Service, Chicago. 


SCORES A 
NUMBER ONE SCOOP! 


soit, gredients is made mandatory, with 
ner, © other essential information such as | 
me artificial coloring and flavoring. 
wee The association is also cooperating 
-am- closely with the Label Manufac- 
ount turers National Association, New 
York, so that the latter will be able 
to offer counsel : , 
to canners of WHAS. 
ucer, Appoints Weinberg 
ional Commerce Finance & Investment 
st in Company, Los Angeles, has ap- 
and pointed Milton Weinberg Advertis- Tobacco Company. 
ing Company, Los Angeles, as 
agency. Newspapers, radio and di- 
' rect mail will be used. 
on \ Bassin Forms Company 


Frederick Bassin & Co. has been 
E formed as an advertising and mer- 
: chandising firm with offices at 261 
Broadway, New York. 


product. 


“HAS CASTURED THE IMAGINATION 
OF THE AMERICAN PUBLIC” 


ee 4 


are the ; 
New Medium ¢ 
to use ¢§ 
in 50,000 Watts 
Advertising CBS 


tie barmare 0” of the Umercan Public” 


WRITE TODAY FOR 


COMPLETE MID-STATES 
IN ORMATION 
iii esti GUMMED PAPER 
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pd COMPANY 
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"HUNDREDS OF THOUSANDS OF 
PEOPLE REGULARLY COLLECT THEM” 


third, Paul Sullivan, repeatedly pronounced America’s 


number one non-network news commentator, will head the news staff 
His nightly news casts are to be sponsored by the Brown-Williamson 


When his familiar ‘goodnight and thirty,'’ symbol of news as news should 
be, to millions of people, goes out on the WHAS wave length, it will mark 
another step in the upward movement of this compelling, dominant station. 


WHAS is prepared to offer a sales vehicle of Paul Sullivan calibre for your 


May we show you how effectively and economically 


this can be accomplished ? 


Louisville, 


Ky. 
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MPLE PIECE 


GETS INSIDE WITH... 


Back up your 
advertising claims! 
Bring your product 
directly to the con- 
sumer! Properly 
organized house- 
to-house distribu- 
tion can show 
definite results! 
And at a minimum 
cost to youl! 

A city may have 
several house-to- 
house distributors. 
Only one is an E. 
D. A.member! His 
work is guaran- 
teed by the larg- 
est and oldest na- 
tional organizatio 1 


of distributors. 
© 


EXCLUSIVE 
DISTRIBUTORS 
ASSOCIATION 


rr 


SEND FOR THIS 
BOOKLET 


The Exclusive Dis- 
tributors Association 
have a man in your 
territory whe can 
help you plan a 
campaign either 
local of national in 


| 
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Corn Products Case 


| with its importance as a nutritional 


|TISING AGE, was that Corn Products 


Advertising Costs 
an Issue in 


(Continued from Page 1) 


sisted of Corn Products advertising 
of dextrose to familiarize consumers 


ingredient in candy. He said that 
such items as Baby Ruth and But- 
terfingers candy bars were stressed 
in Corn Products advertising be- 
cause they naturally were specific 
examples of dextrose in use. 

Mr. Buhrer declared that both 
Corn Products and the candy com- 
panies spent considerable sums in 
laboratory work before dextrose 
was adopted, and even more ex- 
pense was necessitated by reprint- 
ing labels, wrappers and other ma- 
terial on which the dextrose in- 
gredient was indicated. 


Contributed One-Quarter 


While no agreement was main- 
tained with Curtiss, Mr. Buhrer 
pointed out, Corn Products was 
willing to spend $1 in advertising 
for every $3 spent by the candy 
maker. Such an arrangement, Mr. 
Buhrer said, is open to any other 
customer who is willing to feature 
dextrose and who has a sufficiently 
strong sales organization to war- 
rant the launching of an extensive 
advertising campaign. 

Transactions of this kind, it was 
brought out by Mr. Buhrer, are in 
line with the regular policy of Corn 
Products, and the company is 
endeavoring to interest other indus- 
tries, such as carbonated beverages 
and citrus fruits, in similar arrange- 
ments, where a use for dextrose can 
be found. 

The point the commission 
striving to make, Frank H. Hall, 
who acted as counsel for the re- 
finers in the hearings, told Apver- 


Was 


was guilty of a Robinson-Patman 


violation because it did not adver- 
tise the fact that its advertising 
cooperation was available to all 
This assumption was based on the | 
FTC attorney’s constant emphasis | 
on the absence of such a declaration | 
in the company’s house organs | 
which went to the candy trade. 
The charges in the complaint re- 
lating to violations of the Clayton 
act concern contracts made with the 
Huron Milling Company and the 
Keever Starch Company in 1927 
and 1932, by which Corn Products 
took over grinding operations for 
these concerns. Corn Products 
claims that the contracts were orig- 
inally submitted to the Department 
of Justice and found satisfactory. 
The present hearings were ad- 
journed temporarily today to permit 
the commission to examine Corn 
Products sales records. It is ex- 
pected they will be continued in 
Washington in a few weeks. 


Revion Boosts Lactol 
in Newspaper Drive 


Marking its first appearance in 
newspapers, Revlon Nail Enamel 
Corporation, New York, has just 


launched a campaign in newspapers 
of 25 cities. Forty-line insertions 
will appear at least once a week 
during April. 

The new drive will be devoted to 
Lactol, a Revlon product used for 
conditioning nails preparatory to a 
manicure. Copy will suggest relax- 
ing one hand in a bowl of warm 
Lactol while the other is being 
manicured. Abbott Kimball Com- 
pany, New York, prepared the cam- 
paign. 


Would Promote N. Y. 
Farm Products 


A bill appropriating $125,000 for 
advertising New York farm prod- 
ucts bearing the state’s seal of 
“standard quality” has been intro- 
duced in the New York legislature 
by Senator Walter W. Stokes and 
Assemblyman Harold O. Ostertag. 

The legislators said that New 
York farmers are suffering from 
competition provided by products of 
other states marketed through state- 
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or ae ing of all E. D. A 
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Exelusive Distributors Association, 1519 
Cass Avenue, St. Louis, Mo 
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financed advertising. 


TEST COPY FOR ERSTWHIL E AMERICA'S SWEETHEART 


April 3, 1939 


THAT HOLD 
MEN’S INTEREST. . 


. must look satura! and alive. Then choos 
Mary Pickford’s owe Lipstick to give them beauty i 
six shades from a delicate orchid pink to an intense rasy 
berry red. Their names? “1900 —"“Califoraia Sunrise 
—*Tiger Lily”"—“Huating Cap"—“Jungle” and “Ras; 
berry Ice” explain themselves. 

Mary Pickford’s Dry Rouge comes in these shades, to 
for perfect color barmoay ... and ber Face Powder offe: 
six true skio tones. 

Mary Pickford’s own Lipstick sells for only 60c. 


thory Pictherd product veld af most drvg and department store: ere: 
CLEANSING CREAM jcc jer 6O¢ «© TISSUE CREAM fox jor. - 7 


SKIM FRESHENER 40r. bestle 60¢ COLD CREAM jor fer . © 
BEAUTY SOAP 25¢ + «RovcE soee® 
FACE POWDER® .. @e UPsTicK* .¢ 


All products tested ond approved by Good Hovsekeomins lnstitute 
"Chere of sx vad 


fn ogee 


Subjected to 
Exhaustive Test 


New York, March 29.—A _ copy 
testing plan said to be unique in 
the cosmetic field is being tried out 
by Campbell-Ewald Company of 
New York in preparation for a na- 
tional campaign for Mary Pickford 
Cosmetics, Inc. 

Tests are now in progress in six 
cities to determine copy appeals as 
well as media to be used. Appeals 
being studied are price, quality, and 
romance. Media being tested are 
newspapers alone, radio alone 
newspapers and radio together, and 
display without other advertising 
support. 

In Grand Rapids, newspapers are 
being used to test the price appeal. 
Quality is the chief theme in news- 
paper copy in Hartford, and ro- 
mance in Dayton newspapers. In 
Syracuse, all three appeals are be- 
ing tried in newspaper copy sup- 
ported by radio promotion. Radio 
alone is being used in Richmond, 
and posters alone in Fort Wayne, 
Ind. 


A three-month test campaign was 
started in these markets about six 
weeks ago. Results to date, accord- | 
ing to an agency official, are incon-| 
clusive, but sales volume has beer. | 
satisfactory in all cases. 


active seller's market this year. 


wire for further information. 


INTEGRITY 


You kaow that the Sterling mark on silver 
guarantee of quality. 

Would you like to have the same feelin; 
confidence about the cosmetics you buy ? 

Well! You can. Mary Pickford now offers 
the same products that have dose so muc! 
keep ber radiant and lovely, but at prices far 
thao they cost when made for her alone. 


Mes! drug ond deporte at shoes 
hove these Mary Prctterd products 
CLEANSING CREAM 60¢ TISSUE CREAM .. 
Som per Sen per 
SHIM FRESHENER . . 609 COLD CREAM... 
boa bette Sen per 
BEAUTY SOAP .. . 25¢ moves*....... 
FACE POWDER*. oe upsrice* ...... 


All preduct tested on4 oppreved by Good Moveeheeping ine 
*Chesce of six shades. 


MARY PICKFORD COSMETICS, INC. 
580 Filth Avenws New York 


ROUGE TO Stecent 
YOUR SKIN'S FRESH TINTS 


witmout an Second on Paice 


You'll fad a rouge you've always been looking for at « 
price you've been looking for, too. It's Mary Pickford Dry 
Rouge . .. soft as a summer evening's breeze ... smooth as 
@ oew rose petal. 


Your own skin tints will find their own accent in the 
six color range of rouge Miss Pickford offers . . .“ 1900" 
(a delicate orchid pink)... and California Sunrise, Tiger 
Lily, Haunting Cap, Jungle, Raspberry lce—cheir names ex- 
plain chemselves 

Yes, Miss Pickford has lipsticks to match these vibrant, 
alluring Dry Rouge colors...to insure complete coleg bar. 
mony, you'll want more than one shade of rogge .. ebecause 
you need « darker shade for evening. 


Mary Prckterd produch e sale of mos! drvg and deperteten thaws are. 
CABANSING CREAM jcc. jor GO¢ ©=©6 TISSUE CREAM Sen for . . 850 


MEIN FRESHENER 402. borrle G0¢ COLD CREAM 3-02. jor . ee 
MeAUTYSOAP...... 256 


GU ster esnes 60. 
FACE POWDER® ... .. ee 60. 
Al! products tested ond eperoved by Good Hovseteeping institute 
*Chesce of us shades 


MARY PICKFORD COSMETICS, INC. 
500 Fifth Avenwe + New York 


Executives, Store 
Managers of Sears 
Mull ‘39 Plans 


Chicago, March 29. — Behind 
closely guarded doors at the Hotel 
Stevens here this week, top execu- 
tives of Sears, Roebuck & Co. were 
scheduled to listen to the problems 
and merchandising views of more 
than 500 mail order and store man- 
agers of the company in a confer- 
ence destined to shape a large por- 
tion of 1939 plans. 

This is the first such conclave to 
be held by the company since 1932. 
It is also one of the first official 
conferences under. direction of 
those Sears men who _ recently 
stepped into the top posts. This 
group includes Gen. R. E. Wood, 
chairman of the board; T. J. Carney, 
president, and D. M. Nelson, execu- 
tive vice-president. 

A major portion of the conference 
is to be devoted to merchandise 
problems, including promotion and 
advertising. Store mangers were 
queried as long ago as in January 
to submit the most vital of their in- 
dividual promotion problems for 
discussion at this meeting. The re- 
quest, according to a Sears spokes- 
man, elicited 2,500 questions. No 
general information as to the nature 
of these questions was disclosed. 


different 


painted displays in three different sections 
of Times Square insuring dominant coverage 
of New York's 16,000,000 *World's Fair 
visitors this summer PLUS *Times Square's 
usual 1,100,000 daily circulation. You pay 
only local rates for this dominance, but get 


both local AND national coverage. New 


York will be the world's largest and most 
Write or 


DOUGLAS LEIGH INC. | 
45 Rockefeller Plaza N.Y. | 


Mary Pickford cosmetics are shown above. 


First is the roman- 


During their stay in Chicago, 
store and mail order plant managers 
will visit Sears’ stores here as wel! 
as its laboratory and control store. 
The conference is divided in four 
sections, each devoted to one or 
more phases of company operations 
Thursday and Friday are to be 
given over to personal conferences. 

Typical of Sears efficiency is the 
book detailing the program of 
events. In addition to listing the 
regular features of the program, 
this book lists all those present at 
the conference, their room numbers 
and shows where they may be lo- 
cated—day or night—at any time 
during the conference. 

Andy Frain’s ushers maintained 
privacy. Sears, incidentally, is foot- 
ing the bill for the entire affair. The 
total cost was not disclosed but a 
cautious estimate on traveling ex- 
penses, rooms and meals for the 
conference delegates would exceed 
$60,000. 


Southeast corner of 43rd Street 
and Broadway—6000 square feet 
eisu.uu per month 


Southwest corner of 42nd Street and Sev- 
enth Avenue—2000 square feet—$900.00 per 
month 


Northeast corner of 47th Street and Broad- 
way—!000 square feet—$500.00 per month. 
All three for $2000.00 per month 
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Annual Advertising 
Honors Awarded 
by Art Directors 


Thomas Benrimo Gets 
Medal for Color Work 


in ‘Fortune’ 


(Pictures on Page 31) 


New York, March 28.—A trend 
toward realism in advertising art, 
attributed in part to increased use 
of photography, was indicated here 
this week at the opening of the 18th 

nual exhibit of the Art Directors’ 
Club of New York. More than 300 
outstanding examples of advertis- 
ing art, chosen from thousands of 
entries, will be on display here until 
April 14. A Chicago showing is 
scheduled May 1-20. 

The most coveted award of the 
exhibit, the Art Directors’ Club 
medal for the best color work, went 
to Thomas Benrimo, an instructor at 
Pratt Institute, for his cover paint- 
ing for Fortune. Twenty-eight 
other entrants shared medals and 
awards in various classifications. 
Lowell Thomas, radio commenta- 
tor and president of the Advertising 
Club of New York, made the pres- 
entations. 


Simple Theme Wins 


Mr. Benrimo’s winning color work 
showed three ears of corn drying 
on the wall of a shed, with a knot- 
hole nearby revealing a vast ex- 
panse of farm land. Francis E. 
Brennan designed the Fortune cover 
of which Benrimo’s picture was an 
integral part. 

The other medal awards were as 
follows: 

Best black and white illustration 

R. Willaumez, for an advertise- 
ment designed by Myron Kenzer for 
3onwit Teller & Co. 

Best color photographs—Louise 
Dahl-Wolfe, for an advertisement 
designed by Lester Jay Loh for 
American Viscose Corporation, 
through J. M. Mathes, Inc. 

Best black and white photographs 

Marvin Becker for an advertise- 
ment designed by Franklin Baker 
for Caterpillar Tractor Company, 
through N. W. Ayer & Son, Inc. 

Best continuities and comic strips 


STRESSES PACKAGE'S COLOR FEATURE 


_ Pure- youre 


Look for the Blue Band » 


Godchaux Sugars, Inc., New Orleans, utilizes its latest poster to get housewives 
to identify the package by its blue band. Outdoor Advertising, Inc., is handling 
the campaign. 


—James Thurber, for an advertise- 
ment for Ladies’ Home Journal, de- 
signed by Leon Karp, through N. W. 
Ayer. 

Best Lettering—Raymond DaBoll, 
for an advertisement designed by 
Bert Ray for Abbott Laboratories, 
through Runkle-Thompson-Kovats. 


S. O. Poster Chosen Again 


Kerwin H. Fulton medal for best 
24-sheet poster—Albert Staehle, ad- 
vertisement designed for Standard 
Oil Company of New Jersey, by 
Stanford Briggs and Howard Scott, 
through McCann-Erickson, Inc. 

Barron G. Collier medal for best 
car card—Joseph Binder, advertise- 
ment designed by Burton E. Good- 
loe for Peter Ballantine & Sons, 
through J. Walter Thompson Com- 
pany. 

Other citations included: 

Awards for distinctive merit, best 
display poster—Harper’s Bazaar: 
designed by Alexey Brodovitch; il- 
lustrated by self. Best magazine 
cover—Vogue; designed by M. F. 
Agha; artist, Horst. 

For distinctive merit in mass 
magazines: Best design for complete 
advertisement—H. J. Heinz Com- 
pany; agency, Maxon, Inc.; illustra- 
tor, Peter Hawley; artist, A. C. Lim- 
brock. 

For distinctive merit in class 
magazines: Best design for complete 
advertisement — National Distillers 
Products Corporation; agency, Law- 
rence Fertig & Co., illustrator, Kent 
Studios; artist, S. Dusek. 

For distinctive merit in trade pub- 
lications: Best design for complete 
advertisement—George Bijur, Inc.; 
illustrator, Black Star-Charles Pe- 
ters; artist, Lester Beall. 

For distinctive merit in newspa- 
pers: Best design for complete ad- 
vertisement—Time, Inc.; agency, 


WHEN YOU NEED SALES IN 


THE SMALL TOWN MARKET 


COMPLETE 


seecteo COVERAGE 


WHAT A MEETING! 


Around the table sit all of the Store Executives—the Buyers, 


Merchandise Managers, 


President, 


General 


Manager, Con- 


troller, Advertising and Display Managers—those who buy or 
okay the buying of— 


store equipment for use— 


merchandise 


for re-sale— 


Even though your salesmen can’t get in, you CAN be repre- 
sented. You can be present at that meeting through your 
advertising message in Department Store Economist, the one 
publication which is read and used by all of these “Key” 
Buyers and Executives—the one publication which gives com- 
plete selected coverage of the department store field. 


30,000 CCA 


Twice Each Month 


~~ 
2} 


George Bijur, Inc.; illustrator, Peter 
Nyhom-R. Clemmer; artist, Lester 
Beall. 

For distinctive merit in booklets: 
M. Martin Johnson; illustrated by 
self for Chicago Art Directors’ Club; 
Ted Sandler, artist; Harry Brown, 
illustrator, for Columbia Broadcast- 
ing System; Robert Schmid-John 
Averill, artists; John Averill, illus- 
trator, for Mutual Broadcasting Sys- 
tem. 

For distinctive merit in packages: 
Propper-McCallum, Inc.; agency 
Hartman and Pettingell, Inc., illus- 
trator and artist, Sherman H. 
Raveson. 

Winners of honorable mention in 
the medal divisions include: Color 
illustration—Alexey Brodovitch, de- 
signed by self for Harper’s Bazaar; 
Buk Ulreich, designed by Charles 
T. Coiner, for Cannon Mills, 
through N. W. Ayer. 


Best Black and White 


Black and_ white _ illustration: 
Peter Helck, designed by Hans 
Sauer for Tidewater Associated Oil 
Company, through Lennen and 
Mitchell; Miguel Covarrubias, ‘de- 
signed by Franklin Baker for Ha- 
waiian Pineapple Co., Ltd., through 
N. W. Ayer & Son, Inc. 

Color photographs: Whiting-Fel- 
lows studio, designed by Louis- 
Marie Rude for Town & Country; 
Herbert Matter, designed by Paul 
Darrow, for Cannon Mills, Inc., 
through N. W. Ayer. 

Black and white photographs: 
Victor Keppler, designed by Harold 
C. McNulty, for Corning Glass 
Works, through Batten, Barton, 


Wilcox, for Popular Publications. 

Continuities and comic strips: 
Edwin A. Georgi, designed by Leon 
Karp, for Yardley & Co., Ltd., 
through N. W. Ayer & Son; Herbert 
S. Lenz, designed by self for R. H. 
Macy & Co. 

Lettering: Howard Hardy, de- 
signed by self for York Ice Ma- 
chinery Company. 

The exhibition committee in- 
cluded Loren Stone, Compton Ad- 
vertising Company, who was chair- 
man; John Hepburn Tinker, Jr., 
McCann-Erickson; Risa Heyman; 
'M. F. Agha, Conde Nast Pub- 
lications; Lester Beall, designer 
of the exhibition; Winslow H. Case, 
Newell-Emmett Company; Charles 
T. Coiner, N. W. Ayer & Son; Myron 
Kenzer, Bonwit-Teller & Co.; Harry 
Payne, Batten, Barton, Durstine & 
Osborn; and Elwood Whitney, J. 
Walter Thompson Company. 


ABC Gets Eight 
| New Members 


The Audit Bureau of Circulations 
has admitted the following business 
papers to membership: Official 

| Steamship & Airways Guide, New 
| York; Oil, Paint & Drug Reporter, 
|New York; Art Instruction, New 
| York; and Photographic Retailing, 
| Chicago. 

| New member newspapers include 
Morning Herald and _ Evening 
Genius, Uniontown, Pa.; Evening 
Herald, Shenandoah, Pa., and The 
Herald, Titusville, Pa. The Coast, 
San Francisco, is a new magazine 
member. 


“World-Herald” Starts 


Operation of KOWH 

The Omaha World-Herald started 
operation of Station KOWH, for- 
merly WAAW, March 31. The sta- 
tion operates on a frequency of 
660 kilocycles on a daytime basis. 

Vernon Smith, for the past 15 
years manager of WREN, Lawrence, 


Kans., is manager of KOWH. 
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Durstine and Osborn; F. S. Lincoln, | 
designed by Elmer Lasher-Howard | 


Coming 
Conventions 


April 12-13. American Manage- 
ment Association Conference for 
Sales Executives, Hotel Commo- 
dore, New York. 

April 25-28. Annual convention, 
National Newspaper Promotion As- 


sociation Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper’ Publishers 


Association, Waldorf-Astoria, 
York. 


April 27-29. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 


May 4-6. Annual convention, Na- 
tional Association of Chain Drug 
Stores, The Greenbrier, White Sul- 
phur Springs, W. Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 8-9. Midyear meeting, As- 
sociated Grocery Manufacturers of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 10-11. Spring conference, 
Association of National Advertisers, 


New 


Westchester Country Club, Rye, 
in 2 
May 11-12. Annual convention, 


American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 


York. 
May 16-17. Spring convention, 
Inland Daily Press Association, 


Hotel Sherman, Chicago. 

May 19-20. Spring session, 
American Marketing Association, 
Medinah Club, Chicago. 

May 22-24. Annual convention, 
Toilet Goods Association, Hotel 
Biltmore, New York. 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 


sumer Relations Conference, Buf- 
falo, N. Y. 
June 12-16. Annual convention, 


Outdoor Advertising Association of | 


America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 


Westchester Country Club, Rye, 
ie ¢ 
June 15-17. Annual convention, 


Southern Newspaper Publishers 
Association, Chamberlin Hotel, Old 
Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 


ica, Belmont Plaza Hotel, New 
York. 
June 18-22. Annual convention, 


Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-13. Annual convention, 
National Association of Broadcast- 
ers, Ambassador Hotel, Atlantic 
City. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


Joins “Townsend Weekly” 
Randall J. Robinson has been ap- 


pointed circulation manager of 
Townsend National Weekly, Chi- 
cago. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing- Mimeographing 


THE LETTER SHOP, Inc. 


140 So. Dearborn St. 
CHICAGO 


Wabash S655 
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Don May's Book | Fenny Per Person ior _. index of Retail Activity in 80 Important 
. 
Outlines Basis ae Seno Hes Sree 
Boston, March 29.—In an at- 
. . 
of Layout Design | tm 1 rise $86,000 for a arkets 
Chi March 30-—Like G campaign to bring more visitors 
icago, March 30.—Like Georges| to New England this summer +s . . 
, 
Polti, who outlined the 36 dramatic the Mew England Conference of Based on total retail advertising volume in all ne in each city. 
situations that are the basis for! State Federations of Women’s , ne — 
nearly all fictional plots, Don May,} Clubs has set for itself the (Copyright, 1939, by Advertising Publications, Inc.) 
promotional expert of the Chicago unique goal of one promotion 
Daily News, has presented 31 basic penny for every person in the 
layout patterns in his new book, six states. 
” 
101 Roughs. Governor Saltonstall of Mass- | | 
It is from these basic patterns, Mr.| achusetts has started the ball +20 RETAIL ACTIVITY 
May explains, that nearly all fin- rolling by kicking in with seven +15 in MAJOR MARKETS 
ished layouts emerge. As indicated} cents, one for each member of Compared with Last Year 
in the title, the book includes 101} his immediate family. More +10 —-_ i 
layouts—three variations for each than 1,000 local clubs represent- Total variation —ON OF 
basic pattern, plus several full page| ing 150,000 women are partici- +5 Ss 
examples demonstrating the finished pating in the drive. The cam- ian an — 
layout. paign will feature the area’s Year a a | yt 
For the Rushed recreational advantages and 5 LA 
. . “ = = 
The book is designed to aid layout toe be es - _ he ‘ 
men working “under pressure,”| 1264 Women of New Engiand. “+ 
copywriters who like to visualize = 
how their output will look on the . - a. " . 
finished advertisement and students Slight Rise in 
of advertising. In addition to pre- . 7 14 21 28 Cli nT} 18 2 | 4 “ 18 25 1 
senting basic layout patterns, Mr.| Promotion Copy yAWUARY Tyr “YY IT alle 
May lists eight essential qualities 
for layouts. Among them are the/for February % Gain % Gain 
. a 
values of uniqueness, pattern move- ; F ; 12-Week 12-Week 12-Week or Loss or Loss 
ment, color, balance and emphasis.| Chicago, March 29.—Promotionai Period Period Pericd 1939 1939 Week Week % Gain 
Refusing to be arbitrary, he adds linage in the advertising press dur- Ended Ended Ended over over Ended Ended or 
that these rules should serve only as|in& February totaled 223,300 lines, City Mas. 27, 1937_ Mar. 36, 1938 Mar. 25, 5080 1937 — ~~ a apes 5 1939 Loss 
a guide and that sometimes they| according to a tabulation released coma =  epeenaene pho ye ee pote as ty covers yee a : 
3 . . d sany, N. eo eeeereses “, ye » (50,426 ,090, ——o0.¢ wae >, ’ —6.§ ' 
are better broken than kept. here today. This compared with| jitoona, Pa. .......... 1,614,339 1,220,212 1,260,756 —21.9 +3.3 133,693 141,855 +6.1 | 
The Bauer, Ludlow and American | 215,992 lines in January, and 282,-| atianta, Ga. .......... 3,442,698 3,367,392 3,711,946 +7.8 +10.2 290,080 353,906 +22.0 
type foundries have cooperated with | 498 lines in February of last year. | Baltimore, Md. ....... 5,097,141 4,822,187 4,587,350 —10.0 —4.9 513,840 472,485 —8.1 
ay i tchi ‘ Newspapers accounted for 25.2| Kirmingham, Ala. .... 2,827,118 2,758,196 2,799,384 —1.0 +1.5 259,896 264,096 +1.6 
Mr. May in furnishing the layouts or cae — en tahah Mente tainn | Beeten, Mans. ........- 4.644.514 4.118.281 4,209,560 —94 +22 389,703 428,675 +10.0 
with a variety of harmonious type | P c é age, USING | Facenort C 9'089 97 979 466 2 096 990 _97 ° 6150 O57 919 
, . Bridgeport, onn, .... 2,082,976 1,972,460 2,026,92 2.7 + 2.8 161,504 195,748 +21.2 
combinations. “101 Roughs”  is| 56,350 lines during the month. Mag-| purraio, N. y. ......... 3,846,234 3,580,402 3,182,158 —=17.$ 1,1 385,224 373,226 —3.1 
priced at $2.50 and is published by azines were In second place, with ll” ee 907,543 818,678 815,000 —10.2 —(.5 69,086 92,159 +33.4 
Frederick J. Drake & Co., Chicago. | 41,860 lines, or 18.7 per cent of the | Cedar Rapids, Ia. ..... 1,117,004 1,015,840 1,027,780 —8.0 +1.2 105,392 99,792 —5.3 
‘ total; in third position was radio,| Charleston, W. Va. ... 2,400,797 2,360,749 2,235,044 —6.9 —5.3 242,263 207,018 —14.6 
7 3 : Chattanooga, Tenn. ... 1,409,217 1,316,257 1,623,320 +15.2 + 23.3 114,254 130,520 +14.2 
April 23-29 Will Be using 28,756 lines, or 12.8 per cent} (iioeo tl... 7,539,548 6,987,673 6,406,695 —15.0 —8.3 684,612 673,996 —1.6 
Pr of the total. _. |Cineinnati, O. ......... 3,843,972 3,422,195 3,525,083 —8.3 +3.0 355,975 394,939  +10.9 
National Want Ad Week Rinoag Pe caaggacngg A ~ —— Cleveland, 0. ......... 7,067,485 4,226,349 3,815,421 — ae 380,402 353,190 7.2 
er , ese figures are base ether |C : eee ccceees 177,97 /834,: 2,957,478 —6.9 “ 282,2 282,763 2 
The Association of Newspaper Cy ss Se , toget olumbus, oO 8,177,971 5,556,832 aaa one aay +%.3 $3,344 $2,763 +0 
: “ar with their individual records for | Pallas, Tex. .......... 4,823,838 4,708,520 4,662,772 3.3 —1.0 450,699 431,055 ~-—4.4 
Classified Advertising Managers has Sateen on Glee Davenport, Ia. ........ 2,062,696 2,108,578 1,903,656 —7.7 —9.7 227,626 190,400 —16.4 
announced that National Want Ad | *©?Fruary, are as lollows: Ree 3.393.544 2,969,986 2,879,410 —15.2 —8.1 272,296 266,644 —2.1 
Week will run from April 23-29. Lines Denver, Colo. ......... 2,212,700 2,000,281 1,976,470 —10.7 i 195,524 184,918 —o4 
The theme chosen this year is| ADVERTISING AGE (W)...... 77,322] Des Moines, Ia. ....... 1,455,433 1,451,365 1,415,302 —2.8 —2.5 132,643 128,754 —2.9 
“There’s a World of Interest in the | Advertising & Selling (2 is- Detroit, Mich. ........ 4,899,524 4,026,108 4,259,478 —13.1 +5.8 400,970 403,545 +0.6 
, 1° ay.” stressi ‘ » Mi Paso, TOR. ciseessss 2,338,739 2,322,799 2,235,422 —4.4 —3.8 218,540 207,116 —5.2 
Want Ads Every Day,” stressing the| sues) ............0.0005+ 50,288} Hl F ~e 1880024 1918-724 2059 092 +95 473 173,012 198114. +145 
use and service of the want ad to Printers’ Ink (w) eee clack F 30,730 4 . Ce ee ,O8U,02 * »46 V0I,U8 Jee dae o, 38, ot 
the individual. alee Fall River, Mass. ..... 783,841 690,118 733,063 —6.5 +6.2 70,462 71,254 +1.1 
All newspapers are invited to join Printers’ Ink Monthly...... re Flint, Mich, ........... 1,839,978 1,677,675 1,797,942 —2.3 +7. 173,656 165,648 —4.6 
the campaign and special promo- Sales Management (sm).... 31,122] wort Wayne, Ind. ..... 2,572,241 2,282,322 2,244,599 —12.7 —1.7 221,340 229,614 +3.7 
~— ee oe | nat WO WON oo cvckccccccacss 20,230} Gary, Ind. ............ 1,604,285 1,188,857 1,184,883 —262 —0.3 121,076 133,984 +10.7 
tional material is being released by Grand Rapids, Mich. .. 2,374,918 1,927,608 1,918,988 —19.2 —O0.5 183,582 177,884 —3.1 
the association. 4 Greenville, 5. Cc. ...... 1,479,795 1,349,534 1,349,099 —_ a 3 | 127,878 123,622 —3.3 
Whi = Houston, Tex. ........ 3,473,610 3,456,438 3,517,280 +1.3 +1.8 274,764 284,718 + 3.6 
O'Neil N ed To ite-Lowell . indianapolis, Ind. ..... 3,989,804 3,459,734 3,442,430 —13.7 —0.5 318,150 358,736 +12.8 
1 am L. Rose & Co., Ltd., Bloomfield, | Jacksonville, Fla. ..... 2,030,196 1,918,961 1,946,826 —4.1 +1.5 201,208 167,734 —16.6 
Jas. H. O’Neil has been appointed|N. J., and London, England, maker | Jersey City, N. J. ..... 518,285 432,605 443,419 tt 5 4+ 2.5 37,558 38,429 4+-2.3 
general and national advertising|of Rose’s lime juice, has appointed} Kansas City, Kans. ... 588,959 591,199 560,308 —4.9 —5.2 48,475 51,331 +5.9 
manager of the Daily Standard, Red | White-Lowell Company to handle | Knoxville, Tenn. ...... 2,182,838 2,261,994 2,302,746 +5.5 +1.8 195,160 220,276 +12.9 
. . *_¢ ~ ° * ; > c € R5 arc 5s o°o°7 ian 9 ¢ “| «¢ e - ny oe 
Bank, N. J., which has entered the|its advertising. Harold F. Ritchie a eee —_ tees eee ane ghee saeDeee cp aha peg seciee rr 
: nian tl “yr oT 3 Z ‘ a . > waver a io 408 imeies, Cal. ...6. v,¢ soo! 0, 165,005 oY OLU,004 —<s. v. 00,002 $5,452 ‘. 
daily evening field. DeLisser-Boyd|Company is sole distributor in this] rouisville, Ky. ....... 3,159,445 3,124,018 3.070.632 28 —1.7 317.707 330.985 44.2 
is national representative. country. Lynn, Mass 2,178,932 1,774,724 1,750,730 19.7 1.4 163,198 166,474 + 2.0 
4) 9 BSB. «ccccccecses AB, G0e 9 »4é , OU, de —Ild. —I, 0,19? 6,44 e 
= = a <== | Manchester, N. H. ..... 750,356 769,888 833,860 +111 +8.3 68,560 79,982 +16.7 
Memphis, Tenn. ...... 2,502,740 2,404,626 2,468,242 —1.4 +2.6 230,258 222,292 —3.5 
ttMilwaukee, Wis. .... 3,971,249 3,369,478 3,235,366 —18.5 —4.0 357,766 276,256 —22.8 
Minneapolis, Minn. .... 3,396,153 2,932,689 2,994,011 —11.9 + 2.1 265,076 332,359 + 25.4 
New Bedford, Mass. ... 764,022 703,514 646,982 —15.3 —-8.0 59,738 60,900 +1.9 
New Haven, Conn. .... 2,089,786 1,978,816 1,973,258 —5.6 —0.3 186,760 186,396 —0.2 
New Orleans, La. ..... 4,500,598 4,102,508 4,286,118 —4.8 +4.5 354,398 341,135 —3.8 
‘New York, N. Y. ..... 15,373,425 13,702,966 13,103,343 —14.8 —4.4 1,336,712 1,143,300 —14.5 
if you are looking for new slants to put more pep into sales—if you want | tBrooklyn, N. Y. ...... 1,616,581 1,150,707 924,028 —42.9 —19.7 101,094 56,671 —44.0 
to know how others are keeping salesmen on their toes—how they are rat mee . Sone pestis vaseane tan tee tox tas py + 
é ® © eevee seee ,O09,2024 pVLO, le » 445, “OD. 5. 5,560 0,940 me — 
making sales letters puli—how they are cutting down selling costs | «Oklahoma City, Okla. 2,591,302 2,619,120 2,218,762 —14.4 —15.3 232,540 144,970 —37.7 
nS. eee 2,560,838 2,238,812 2,375,716 —7.2 +6.1 219,604 268,150 +22.1 
DARTNELL CAN HELP YOU-—SEND TODAT | )itsceipnia, Pa 7.046.424 6.102.541 6.255.017 —113 +24 557,038 585,985  +5.2 
: . Phoenix, Ariz. ........ 1,663,564 1,765,176 1,667,288 +0.2 —i.6 152,782 147,980 —3.2 
to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 | }ittspureh, pa... 5,861,394 4.766.454 4,472,253 —33.% —63 393,260 421,512 +7.2 
Dartn ids. n ears serving sales managers all over the world | Portland, Ore. ........ 2,698,910 2,452,040 2,767,800 + 2.6 +12.9 256,158 243,082 —5.1 
ell sales aids Twe tyy g 9 POORGING, FO. scccessec 2,365,860 2,161,365 2,166,307 -8.4 + 0.2 220,038 215,698 —32.0 
Richmond, Va. ........ 2,857,960 2,671,550 2,825,830 —1.1 +5.8 252,574 251,370 —0.5 
> $Rochester, N. Y. ..... 4,179,053 3,152,153 3,296,502 —31.1 + 4.6 288,358 307,273 +6.6 
= = = Rock Island-Moline 1,895,572 1,878,912 1,694,168 —10.6 —9.8 167,076 156,646 —=,3 
Sacramento, Cal. ..... 1,883,756 1,663,306 1,809,234 —4.0 +8.8 155,428 164,486 +5.8 
San Antonio, Tex. ..... 1,539,426 1,352,472 1,524,912 —1.0 +12.7 136,587 158,267 +15.9 
A PAC K AG t 1 N T H E th A N D San Diego, Cal. ....... 3,308,042 2,748,400 2,805,622 —15.2 + 2.1 252,546 262,870 +-4.1 
San Francisco, Cal. ... 3,628,195 3,434,796 3,729,114 +2.8 +8.6 303,192 325,199 +7.3 
is WO RT Hi TWO re) N T H E S H E L F Seattle, Wash. ........ 2,340,220 2,002,040 2,376,034 +1.5 +18.7 169,958 245,308 +443 
‘ **South Bend, Ind, 2,177,627 1,585,244 1,209,940 —44.4 —23.7 166,38 5,873 —380.4 
e $$Spokane, Wash. seeea 1'693,804 1,651,048 1,577,338 —6.9 —4.5 169,736 158300 srt 
: ; ‘a > : St. Louis, Mo 4,409,755 4,101,775 4,027,610 —8.7 —1.8 434,025 395,310 =—§.9 
> A M-W “Jumble” Merchandise Display St. Paul, Minn 2,765,517 2,728,785 2,255,116 —i8.5 6817.4 266,078 223,511 
: is Baskets ut your oduct "ei ht into Seyencuse, MN. FT. wcsces 2,604,930 2,242,151 2,642,493 +1.4 +17.9 214,347 455,063 
o y ¥ 9 . *Tacoma, Wash. ...... 1,490,768 1,294,258 1,334,144 —10.5 + 3.1 111.412 122,416 
the buyer s hands. Customers like -) —) See 1,443,026 1,403,220 1,473,066 +2.1 +5.0 131,824 114,436 
. : Toronto } > 785.96 3.4 503 3,780,3 —? —4.2 368,505 345.795 
to handle and examine merchandise Foronto, Ont. Can 4,185,961 944,50 3, 780,310 21.0 4.2 368,50 345,792 
(,. 7S eee : 946,162 781,984 852,770 —10.0 +9. 85,848 92,722 
but will hesitate to disturb carefull < ; r+ sot 
ut will hesitate to disturb caretully Tulsa, Okla seseeses 2,144,050 2,007,440 1,986,908 —7.3 —1.0 172,298 189,056 
tacked goods. Articles thrown hap- Washington, D. C. .... 8,285,205 4,367,253 7,447,204 —10.1 +1.1 619.612 650,232 
a s 9 . p "Worcester, Mass . 2,568,515 2,425,906 2,251,773 -12 —7.2 229,397 230,937 
: . ; hazardly into Display Baskets gen- Youngstown, ©. .... 2,053,530 1,701,383 1,571,493 —23.5 —7.6 145,890 160,230 
@rally suggest BARGAINS. For these Total _.. .236.605.450 212.148.179 211.911.707 10.4 0.6 20.104.747 20,213,060 
— pl h nd sales ~fAkron Times-Press discontinued Aug. 28, 1938 
weasons — plus the eye oa e 
lof d ; d desi New York American discontinued June 24, 1937. 
e ePprpeo of good color an esign — tBrooklyn Times-Union discontinued June 8, 1937 
“ “ . . $Journal and Sunday American discontinued June 8, 1937 
mew “Jumble” Merchandise Display Sails Ledeet Glecontinesd Sune 94. 1987 
ets are proving “speeder- **News-Times discontinued Dec. 28, 1938 
pa WO erresivs -- . tiMilwaukee News discontinued Jan. 14, 1939 
ee =o ‘eaveee ppers’ of slow movers, and quicken t+Oklahoma News discontinued Feb. 24, 1939 
* ne axviate dealer's turn-over of your product 1 Worcester Post discontinued Oct. 1, 1938. 
E eae ¥ §§Spokane Press discontinued March 18, 1939. 
& y —— - fSyracuse Journal Hundredth Anniversary issue published March 20, 1939. 
Want te See a Sample? PHONE CALUMET 7200 OR WRITE SS => 
MAGILL-WEINSHEIMER COMPANY Reinschreiber Moves 
1320-1 A. J. Reinschreiber, Chicago, rep- 
“1334 SOUTH WABASH AVENUE © CHICAGO, MLINGIS resenting outdoor advertising plants, nace 
4 has moved to 6 N. Michigan avenue. | ; as 
t e 
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ADVERTISING AGE 
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The rates for this department are as fe 
Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Help Wanted,” “Positions 


cash with orde 


$4.75 per inch. Write for descr 
insertions. 


llows: 
“Representatives Wanted.” and 
Terms 


r. 
h lassifications (single insertion rates): % in., $2.75: 1 to 3 In., 
‘ge : fptive folder describing discounts for term 


POSITIONS WANTED 


STOCK PHOTOS 


Advertising Manager 

Young man with college education 
and 10 years experience in printing 
and advertising desires position as 
advertising manager or assistant for 
large industrial concern. Now em- 
ployed in similar canacity. 

Box 1708, ADVERTISING AGE, N. Y. 
Alert yng. man wants tob with me- 
dium sized agey, or adv. dept. Be- 
ginner. Has big ideas. Modest salary. 
Rox 1707, ADVERTISING AGE, Chgo. 
paperienced circulation manager 
wishes position assisting agency space 
buyer, advertising manager, where 
intimate knowledge of media, ability 
to analyze, initiative to handle details 
are assets. 

Box 1706, ADVERTISING AGE, N. wa 


COPY: ART: CONTACT 
Experienced agency, direct mail, tech- 
nical advertising man. Plans, layouts, 
convincing copy, Gnishes art. ighly 
ecommended, go anywhere. 
ag 1687, ADVERTISING AGE, Chgo. 

A = An ome due 
roung college educated. ye - 
bbs | and right arm to advertising 


STOCK PHOTOS — Several 
subjects including Cotton 
Bales, Blossoms, Bolls, 
ete., Cabins, General Farm Scenes, 
Birds, Flowers, Live Stock, Rivers, 
Lakes, Boats, Trees, Pictorials and 
General Subjects—suitable for Adver- 
tising, Editorial and House Magazine 
use. No miniature negative stuff. 8x10 
Glossy Prints $3 each. Selections on 
approval. DOWN SOUTH PHOTOS, 
Germantown, Tenn. (Suburb of Mem- 
phis.) 


thousand 
Fields, 
Picking, Gins 


REPRESENTATIVE AVAILABLE 


AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
or wire ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 


MISCELLANEOUS 

YOU CAN USE THEM TOO! 
Your business needs these wonderful 
business builders. Let us show you 
how other firms are using PHOTO 
AD-CARDS to their advantage. 
GRAPHIC ARTS PHOTO SERVICE 

Third & Market, Hamilton, Ohio 


George Braun, Jr., 
Murine Ad Chief, 
Passes at 27 


Chicago, March 27.—Funeral serv- 
ices were held here yesterday for 
George Philip Braun, Jr., 27, vice- 
president and advertising manager 
of the Murine Company, who died 
Friday after two weeks’ illness of 
meningitis. 

Though he was a nephew of 
George W. McFatrich, president of 
the company, and the grandson of 
one of its founders, Dr. J. B. Mc- 
Fatrich, Mr. Braun elected to begin 
his business career in the humblest 
department. Upon graduating from 
the University of Virginia, he served 
an apprenticeship in the shipping 
room. 

Later he was given an opportu- 
nity to study the attitude of drug- 
gists, comprising the chief distribu- 
tion channel of Murine, through 
personal contacts with the trade. 
His travels throughout the country 
gave him a clear picture of the 
problems of drug retailers and their 
specifications for products which 
they are willing to feature. 

Upon completing this survey, Mr. 
Braun returned to Chicago to be- 
come vice-president in charge of 
advertising. He combined his na- 
tural enthusiasm for the product 
with the conservatism that is tradi- 
tional with the company so well 
that he gave great promise of be- 


YOUTHFUL ADMAN DIES 


George Philip Braun, Jr. 


the Stack Advertising Company in 
1910 to form the agency, prominent 
at one time in placement of adver- 
tising of Wm. Wrigley, Jr., Com- 
pany. Mr. Davis will continue the 
business. 


New Spectacular 
Device Set for 


Cooking Schools — 
Give Wine Field 


Start on Campaign 


Newark, March 30.—The Cali- 
fornia Wine Institute’s first test ad- 
vertising in its three-year, $2,000,- 
000 campaign was launched here 
this week with promotion tying in 
with newspaper cooking schools. 
Similar promotion will follow in 
Midwest newspapers, it was re- 
ported. 

This promotion stresses the “easy 
magic of flavoring with wine,” list- 
ing food recipes such as tomato beef 
stew with claret and fruit cup with 
sherry. 

J. Walter Thompson Company, 
San Francisco, is the agency for the 
Institute. 


Melvin to Korth 


Richard J. Melvin has joined Fred 
G. Korth, advertising illustrations, 
Chicago, as sales manager. 


Frequency Discounts 


n 
Your Newspaper Schedules 


».0 director national magazine in New SPECIAL SERVICES coming an expert in the drug field. New York Debut ENsoy extra profits from rich Tli- 
12 York City. Now in Chicago, see . ~ His associates regarded him both as ,|] nois and Iowa markets. Now 81 lead- 
3.1 similar responsibie BONG AGE, Chgo ner, atth phete-ctiect proc-|a fine writer and a _ constructive New York, March 30.—A new ing dailies in these two states give you 
3.4 Rox 1696, ADVERTISING S, See eee eS canaeeniie tne a4 thas | ented ‘ type of electric spectacular will|| Frequency Discounts as high as 10% on 
a ess for every conceivable typ critic of copy produced by others. : : ; th billi aehieah odvantiete 
5.3 LET X = THE WHOLE | trated direct-mail, SS — aad make its debut in Times Square on 4  comelinace <a the cheninel 
ry ; ; bility plus de = a aes tae a AGENCY VETERAN April 30, when 27,000 colored lights || 1 & 1 Frequency Discount Schedule. 
. Contacts plus sales ability plus Ge- Dispenses with typesetting and en- begin operation of the “Wonder- P , + 
0:9 sire for improvement equal the graving costs altogether; reproduces DIES AT AGE OF 81 sign.” Imported from France, the a a = b paper 
7.2 space salesman you need for your yn [> uu or line drawings at New York, March 28.—Frank invention utilizes a series of relays|| any number of papas you Couto and 
ry Business paper. Age, 35. Typical example: 500 sales letters on | Seaman, former agency head, who} which permit the gradual evolution ae “Write today for your copy 
-F Box 1704, ADVERTISING AGE, N.Y. 20 Ib. rend paper, including Jetter- retired in 1927, died at the age of |of designs, lettering, packages and || of the Frequency Discount Schedule. and 
, read, on, copy, ;|81 at his estate at Napanoch, N. Y.,|trad k 1s Chane on We oe ee 
, 2.63 lete; additional hundred ’ »| trademarks. 
2 —— eR “only Q2c. March 25. The agency, known as The sign operates with continuous P 
5.4 HELP WANTED WITH INVESTES St Even lower prices on quantity orders. Frank Seaman, Inc., was established change for 12 minutes and then re- Daily Newspaper League 
ge - "| é apita ormative Manual. . ™ e 
os Yh Sirvatnatevty novertising medium | jWerty gore "* ang cones ot. we've.) 8 1800 and numbered several of |peats the advertising messages. "A of Illinois 
-5.2 : é os- id oe ’ : $ . ry ° 
4.5 act eee igned contracts to assure|In New York City and Metropolitan|'e country’s leading advertisers|chain of ten of the devices is 401-02-03 Leland Blidg., Springfield, Ill. 
Ti - senaes before investment. Area, a trained salesman will call on | among its clients. planned for installation in key 
br Bom 1705, ADVERTISING AGE, N. Y.| request, Just phone WAlker 5-0526. Among these were American To- cities. The spectacular is repre- lowe Daily Press Association 
3.7 - os aoe + aoe de |sented by the Wondersign Corpora- 405 Shops Bldg., Des Moines, la. 
10.7 . . emours 0., Colga ompany,|tion, 1564 Broadway. 
3.1 Diamond Joins Proctor Announces New Awards and Studebaker Corporation. The , 
“3.3 | Zanville Diamond, formerly vice-| Toilet Requisites, New York, will} agency was liquidated upon Mr. |= eee epee 
3.6 ‘ resident of Fonda-Haupt Company,| Present four awards each year to Seaman’s retire t : 
2.8 |) Now York, has joined J. G. Proctor | manufacturers who have sponsored |°°*™ —_ 
16.6 Company ‘sew York, as vice-presi-|the best package, the best promo- —_ ; 
af dent in char) of publicity and pro-|tion, the best advertising and the} CONDE NAST PRODUCTION © es 
+ motion be best merchandising policy during] MANAGER PASSES ee 
12.9 ‘ the year. Seven buyers and mer- N oe oe ae 
wr - , chandise managers will act as eaan. a ates Ce a bf : 
$e: judges. , 49, production manager o 
<3 Covering 1939's candies, Conde Nast Publications, died here 
16.7 Golden Market Senft Joins WQXR Sunday in Lutheran Hospital. . ; 
3.5 — Pout J. Gentt, Seemecty with Bet He was formerly on the editorial —— «ads ee = 
22.8 aul J. senit, former ~ | staff of the Indianapolis S Ca -_—. 
25.4 BEVERAGE RETAILER WEEKLY ten, Barton, Durstine & Osborn,| ono time was alias conaueed = 
-1.9 Beer, Wine & Liquor Industry New York, has joined the national of Real Silk Hosi Mill 
0.3 1819 Broadway, New York, N.Y.@ Circle 6-8181-2-3-4| Sales staff of Station WQXR, New —— 
-3.8 2 eee York. IAN ati 
140 aEnemUEENe ae ~¥- This is WIBW’S Itra-mod 
3 - -_ P LEADER TAKEN is is new, ultra-modern 
-3.9 : 
11.5 Winnipeg, Man., March 28.—W. transmitter a built by and on the 
37.7 W. Emerson, managing director of | @ solid foundation of listener re- 
=. The Country Guide and Nor’-West | i sponse — hundreds of thousands of 
33 Farmer and of Public Press, Ltd., rm letters from enthusiastic listeners 
72 died here Friday following an op- who not only wrote but bought 
51 eration. He was 51 years of age. WIBW-advertised products. 
3.0 : Mr. Emerson was president of the 
— Agricultural Press Association of| NOW we're ready to give YOU 
re: Canada and was a director of Cana- od Kansas-plus coverage, better re- 
4 5.8 dian National Newspapers and Pe-| i ception and higher quality. And 
tet riodicals Association. i, we'll bring you lower-cost results 
+7.3 HN SHA a ce by telling our greater audience 
ah or* ft ae rhe d Malye mg March 28 ; about your product in the same, 
ary \ eo" uburndale, Mass., Marc = sic friendly, neighbor-to-neighbor wa 
89 myer? xe WF ose <i* so He John B. Shaw, 73, for more than 25| iim ee siting ner — 
—8.§ - a ANS 3 e qo" \ * that we've always used. 
= wr 5 1° # O°” ot? 1° ws pe ©, 1 ce years New England manager of W. 
112.3 yo a ype oo 3,089 s- 5 ees 4° R. C. Smith Publishing Company, 5000 watts where it counts most 
49.9 o> * ost xy or ce? ne ot?” oo Atlanta, died at his-home here last ; . $ 
“132 “~ wor ne as? oo sr ga avs on™ waele | —on 580 kilocycles. A 
6.2 We Vota 98 2 2 t \. , is 
x or... S CO yg OF ay ow Ba ou . | 
Th $e “> as ee oN “A + oot ct A. J. FRANK DIES Pe Por 2. epee 
as >, : A : ; 
Hy . oe * WO ce B09 495 or Fe Framingham Center, Mass., March | § 
198 ve" ¢o> iv? om S 3 aS ae 28.—Albert Joseph Frank, sales 
— + oc™ ew? i? C i? en? 0 <2” promotion manager of Warren Tele- 
+0.5 oo” os 9 gr gat? on chron Company, died at his home 
= 2 o- ao. 0 . 
Xv ot. 430 2 here last week of a heart attack. 
a> <ee* si0* “3 oo) op?-s He was 43 years old, and had been 
og co™ Ss z with the company since 1919. 7 
sy" yo" A G = , " tom 
aso spear? STEWART, CHICAGO AGENT, | ii 
? STRICKEN ON TRAIN 
F 
rAITHORN CORPORATION Chicago, March 31.—Samuel C. 
. Ad-Setters - Engravers - Printers 820 tay 66, wae ie te es W | rR W The Voice of Kansas 
- - ising Agency, died in ica, N. Y., o» , 
$04 Sherman $t.,Chicago * Phone WAB yesterday following a heart attack Columbia's Outlet for Kansas 


Ben Ludy. Manager 
REPRESENTED BY CAPPER PUBLICATIONS, INC. 
New York, Detroit, Kansas City, Mo., San Francisco 


on a train en route to his summer 
home at Hamilton, N. Y. 
Mr. Stewart and S. M. Davis left 
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Because it helps them get the business of 
Chicago’s largest constant audience of 
women, department stores and specialty 
shops spend more money in the Tribune 
for women’s apparel advertising than in 


all other Chicago newspapers combined. 


Cuicaco’s Easter 
shopping, like shop- 
ping every day of the 
year, provides a strik- 
ing demonstration of 
the Tribune's way with 
women. 

Chicago department stores and spe- 
cialty shops, by the way they place their 
advertising, make plain that the women 
who represent their largest market are 
Tribune readers. 

Last year these stores spent in the 
Tribune 61% of their newspaper adver- 
tising budgets on women's clothing— 
far more than they spent in all other 
Chicago newspapers combined. 


113% lead 
Their choice of the Tribune as the pri- 
mary medium is based on first-hand ex- 
perience in selling merchandise at the 
rate of more than a million dollars’ 
worth a day. 

Year by year, as Tribune influence has 
penetrated deeper and deeper into every 
neighborhood and suburb of Chicago, 
these merchants have concentrated a 
greater proportion of their advertising 
budgets in the Tribune. 

They raised the Tribune's lead in all 
advertising appealing to women of 98% 
over the next Chicago newspaper in 
1937 to a lead of 113% in 1938. 

The facts clearly indicate that through 
the Tribune you reach a friendly, atten- 
tive audience which is accustomed to 
base its daily buying on what is adver- 
tised in the Tribune. 


net paid total 


yerage 
‘. n excess 


circulation now ' 
of 900,000 Daily; 
Qver 


p 


This audience is the largest which can 
be addressed through any medium in 
this market. 


Majority coverage 

Every day of the week, the Tribune is 
read by more than 725,000 families liv- 
ing right in Chicago and suburbs. This 
is a majority of all the families in metro- 
politan Chicago—and practically as 
many as are reached by any two other 
Chicago newspapers combined. 

You can get a greater share of 
Chicago's buying by building your 
advertising program around the 
Tribune. Tribune rates per 100,000 
circulation are among the low- 
est in America. 
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ee 


Dorinc the 19-year period 1920-1938, 
Chicago department stores spent $145,000,- 
000 for advertising in Chicago newspapers. 


How Chicago department stores 
have increased the proportion of 
their newspaper expenditures in 
the Tribune 


In 1920, the Tribune was second among 


Chicago newspapers in advertising expendi- 
tures received from these stores. In that 
year, another newspaper led the Tribune by 
$570,000—or 37.1%. Last year the Tribune 
was first, leading the next Chicago news- 
paper by $1,752,000—or 99.4%. During the 
19-year period, the Tribune's percentage of 
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these stores’ newspaper advertising expendi- 
see 1930 tures has risen from 27.2% in 1920 to $0.5% 


Chicago department stores and specialty shops last year spent in 
the Tribune 61% of their newspaper advertising appropriations 
for women's apparel—more than in all other Chicago news- | | 
papers combined. 1720 ex : a 38 


in 1938—more than received by all other 


Chicago newspapers combined. 


Chicago Tribune 


THE WORLD'S GREATEST 


NEWSPAPER 
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FELINE CLOSEUP COPS CONTEST PRIZE BOOST FOR FEMININITY 
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A ee pero tenis Nr ee cone ham he med Grate Rudolph Wurlitzer Company's new piano finish, known as Kordevon, permits the 
hastie bole gran des — cer Jy maemo music lover to enjoy a scheme of interior design of any period. The color, 
sovng mochions tor the nome iv the some wey thot mer ~ f_ bey wer pattern or texture of the finish can be changed at any time to conform with the 
“Wrest icdetadedeeanhh ~.< design motif of the room. The new finish claims a soft, leather-like quality which 
ais Milas. DaiAdl iibeals 0 vow ditnnndin’ daily Mahiowe W' tnd “ehie is suited to requirements of modern home decoration. A national advertising 
modarn home cleaning wnits ond vacuum cheeners. A Woy brings to women 


campaign is being planned. (Story on Page 8.) 


ony oricetens, exclusive, Qwerted teaturer—power driven Neahie whrators 


a Ate gree 
There is ho cleoner bag nor contelner te emphy—it protects henith and love 
fees ‘5 no clowds of dutt—in dirt dixpoval, Aw Way works ot both 


CONSUMERS MEET NEWEST BRAN CEREAL 


Just Announced! 


mont by Als Way, let Air-Way help « le you keep the spirit and charm 


of youth in © spotters, sanitary home.” “Satoh 


irWay 


BD cemremaet times Sagitany Svstis 


AIR: WAY ELECT ANG APPLIANCE CORPORATION 


A geet agement 0 othe : weperee preci? Wie & We 


A dignified tribute to the beauty and 
charm of womanhood is the keynote of 
Air-Way copy scheduled for the May 
issue of Good Housekeeping after a 
ten year advertising lapse. Sterling 
Beeson, Inc., Toledo, is the agency for 


This photograph won the $100 first prize in a contest sponsored by B. Kuppen- Air-Way Electric Appliance Corporation, 
heimer & Co. in which entries were judged on their effectiveness in tying in the Toledo. Fractional units will shortly be 
nine feline lives with the nine lives’ copy theme of Kuppenheimer's Valgora coats. stepped up to full pages. 


4 COFFEE POTS VOTE IN THE AFFIRMATIVE 


™ DOUBLE: MILLED WHOLE BRAN 


this gentle, helpful relief for constipation caused by too little bulk 


,\ A ay, ~THE ANSWER TO. ? "imma PREG ae 


O you suffer from « wry ye po Aen eh large, soft mas io the imtestenes ond aide 


Diao uns » Wow of: r~ to know elornation 
Fo ptgaam, idem eng 10 leep f © wart Coarse @ man While NIC Eran al> 
Then try NBC Bran It's e new, improved sotto « great deal of aasture, it ebeorbe it 


bran developed ip the Netione! Breast Cum showiy. It docen't get soggy while you are 
pany wharatery It i» genumnely diffe ent! eating it 


Let us ore the important advantages of & source of Vitemin 6... iron, ond Phos 
the new NBC Double Milled Whole Bran phorus. 


Btere ts 0 tem ural, ready-to-eat 
IT'S DOUBLE-MILLED toad te bets edie inet tn teak lee 


th met Coenen 
formas of comstupetum Bat it regularly for two 

eoumes enue makes (he been partictes wnalter 
and laws Ebel to be eehating weeks We know youl agree it is deltcove If 


your comsipation w mot carte: ted uw thus mn 
«4 wen) amonen—NBC Bran develops « ple manner —conmull @ competent physician 


> A PRODUCT OF NATIONAL BISCUIT COMPANY ¢ 


Large space insertions in newspapers in Cincinnati, Toledo and Columbus are 

heralding National Biscuit Company's latest entry for cereal honors. The cam- 

paign is a test effort on behalf of its “double-milled"” whole bran. National 

Biscuit offers a sample with each package and a money-back guarantee. McCann- 
Erickson is the agency in charge. 
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2 COFFEES «one for Percolator --one _ tee ae ae 


Outdoor posters for Schilling coffee, scheduled for showing during the spring and fall, make effective use of personalized 
percolators and dripmakers to emphasize the product's utility. Beaumont & Hohman, San Francisco, is the agency. 


SALUTES STATE ART DIRECTORS NAME CHOICES IN ANNUAL COMPETITION 


MOTOR FUEL 


, PURITY: BODY- FLAVOR Ga” 
$s : IN EVERY GLASS RS 
is . aap - we 


pReddy Kilowatt” helps Puget Sound 
of Wet “ight Company toast the state 
*shington on its golden anniversary 


BALLANTINE'S S135 


tnd po; nts out 


ee that the utility company The Fortune cover by Thomas Benrimo won the medal for the best color painting Joseph Binder's Ballentine car card took a medal, and Marvin Becker's dramatic 
slready @ lusty four-year-old ‘way in the 18th annual show of the New York Art Directors’ Club. Esso repeated last photograph of a day in the life of a Caterpillar tractor won top honor in the 
beck in 1889. year's triumph in the outdoor classification with a poster by Albert Staehle. black and white photographic division. (Story on Page 27.) 
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‘20 Cities 


MELBOURNE 
54 Monitor Advertisers 
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Incredible as it might seem, concerns doing 
business 11,000 miles from Massachusetts 
find it profitable to advertise in The Chris- 
tian Science Monitor, published in Boston. 


x 


“Down under” in the progressive Com- 
monwealth of Australia are 20 cities in 
which there are 188 advertisers who used 
the Monitor in 1938. That their advertising 
was profitable is evidenced by the fact that 
most of them have used space in the 
Monitor for several years. 


Advertising in The Christian Science 
Monitor is profitable also to thousands of 
advertisers in the United States and 29 
other countries. The reasons why are 
obtainable at any office of the Monitor. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 FIFTH AVENUE 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle . . . London, Paris, Geneva 
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